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NATIONAL VOICE OF THE TRADE 


BIG and still growing... 


YOUR MARKET FOR 


Everywhere more Troops ... more members . . . more 


boys proud and eager to own approved equipment 


including Official Boy Scout Shoes. Sales are active B OY Ss Cc O U T 


among the 414 million American youths now in Scout- 


ing. There’s PLUS sales for the retailer who stocks 
and promotes this important item of Scout wear. Ss - oO Se, 


INTERNATIONAL SHOE COMPANY 


Distributed through 


ROBERTS, JOHNSON, RAND © PETERS © FRIEDMAN-SHELBY © WINTHROP © SUNDIAL 





The point is — there’s no leather that 
handles just like strong, supple Kangaroo to 
achieve and hold the smart, new, long, lean 


look of today’s shoe fashions. 


Fin Toe is going places with all the verve 
and speed of a late model convertible, 
thanks to the luxury look of 


genuine Australian Kangaroo. 


Give your new shoes the extra impetus of 


Kangaroo Leather tanned in the U.S.A. 


emphasizing 
the point in 


the new FIN TOE 
by HOWARD and FOSTER 


kangaroo “aeons 


William Amer Company 
Surpass Leather Company 
Ziegel, Eisman & Co. 





— Thiska i ...Send your 


| young customers 


back to school 
ws. 
































IN STOCK — 7679 


Red Kip Two Strap. ce hts “4 Ps si IN STOCK — 846 
White Vamp Stitching. = 9, 


Cordovan Sole. Brown Kip Oxford 


with Allenite Tip 


679 — 6%, to 8 B, C, D >. Cordovan Sole. 
& E Spring Heel — 20 last . me 
7679 — 8 to 12 A, B, C, en 846 — 81, to 12 A, B, C, 


D & E Spring Heel, 28 last. D, E & EE Spring Heel — 


7679 — 12%. to 3 A, B, C, 
D & E Leather Heel, 25 last. 
M7679 __. 32 to 6 A, B, C, 
D & E Leather Heel, 25 last. 


20 last. 
846 — 12. to 3 A, B, C, 
D, E & EE Rubber Heel — 
19 last. 


M846 — 3'2 to 6 A, B, C 


D, & E Rubber Heel — 19 
last. 


Quality craftsmanship combined with tailored smartness 
make KALI-STEN-IKS the favorite shoe for children, 
misses and senior misses. KALI-STEN-IKS can be Klali.stoniks 


‘‘A capital asset in your store’’ too! 


THE GILBERT SHOE CO., « THIENSVILLE, WISCONSIN 
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UIA 


you may be making money — but losing business 


DON’T SPEND THE MONEY 
UNTIL YOU COUNT THE PAIRS 


SALES CAN BE UP IN DOLLARS 
BUT DOWN IN UNITS 
check into your records... 


PROMOTE THE “UNITS UP” LINE 


me AUERICAW GIRL = 


the only BIG BRAND line at *6.99 to *9.99 retail 
288 A Street, Boston, Mass. Div: Consolidated National Shoe Corp. 
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GAUGUIN’S paintings of Polynesia insfrre new high- 
fashion colors. LEVOR offers sun-drenched, earthy tones 
and vwid jungle blooms of South Sea Islands in Calf, 
Sunita and TAN-ART Suede Kid. 
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ELEGANCE 


THAT'S BUILT IN — TO LAST! 


FLORSHEIM 


“DESERT BROWN" WALNUT CALF 


“Elegance” is nothing new to the men of Florsheim. 
For 65 years we’ve been turning out shoes with the 
lasting elegance that only superior quality can 
create! It’s an elegance that’s built in—not added 


on—that grows old gracefully and looks better 


longer! It’s all part and parcel of the tremendous 


shoe value Florsheim has been delivering for over 


half a century—the lasting elegance of quality! 


Left: The Kenmoon, 31614; 
tape-tip blucher 
in Desert Brown Walnut Calf. 


Center: The Vixinc, 31626; 
long-wing tip blucher 
in Desert Brown Walnut Calf. 


Right: The Kenmoor, 31616; 
plain toe blucher 
in Desert Brown Walnut Calf. 


THE FLORSHEIM SHOE COMPANY * CHICAGO 6 * MAKERS OF FINE SHOES FOR MEN AND WOMEN 


A DIVISION OF INTERNATIONAL SHOE COMPANY 


July 15, 1957 





NEOLITE . the 


Most advertised... most popular J 


NEOLITE RUNS THE SHOE INDUSTRY’S 
BIGGEST ADVERTISING CAMPAIGNS! 


NEOLITE advertising is the 
greatest, most powerful, 
most persistent the shoe 
industry has ever seen! 

In 1957 NEOLITE advertising 
will run in all the publica- 
tions shown here—big 
national magazines, fashion 
magazines, Sunday news- 
paper supplements! 


Plus TELEVISION -—specici announcements 
on the GOODYEAR TV PLAYHOUSE Sunday, 9-10 P.M., EST, NBC Network 


One of America's top-notch TV shows... be sure to see it! 


EVERYBODY ee, 


KNOWS NEOLITE! HERE’S PROOF! 


@ In an impartial coast-to-coast ‘Brand Recognition” 
Survey nearly 9 out of 10 people knew NEOLITE! 


Boost your sales by featuring. 


ff 
9” NEOLITE SOLES 


NEOLITE, AN ELASTOMER-RESIN BLEND. T.M.—THE GOODYEAR TIRE @ RUBBER COMPANY, AKRON, OHIO 
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sole everybody knows! 


...longest wearing ! 


te 
Fee, 


+ tr. 1 - 
*tr4, grt’ 
44ae wre 
Ptdatarecaad at? 


CROWN Lightest, most flexible—longest-wearing 


soles ever made for shoes. Now you can 


NEOLITE reduce weight and still get longer wear! 


NEO LITE Now 10% better than ever before! 


. NEOLITE on complete lines ! 


wocow GOODFSYEAR 


July 15, 1957 





Combination Sale! 


BIG GRIFFIN 
GRIFFIN) Scuff Cover 


BLACK AND BRown 


DEALS | Resuiersoeye 
BOOST -, 39 
'BACK-TO-SCHOOL’ 


t big 39¢ unit at 
Pe “ar big-profic 


your reg- 
Margin, 


Midway representative for full details 
on these two great Griffin deals! 
Stock the other Griffin leaders, too— 
A-B-C Liquid Wax, Microsheen, 
famous Griffin Allwite—and take full 
advantage of Boyle-Midway’s year- 
round polish promotion! 





Order 
Extra dough rd oath -++ pay Look What Six top-rated shows every week 
te 
eet a He more ore ’ GRIFFIN’S reach more customers, more 
o every U 
extra 10% net - 


Doing on often, with more items than any 

: 57 other advertised brand! 
September 

Deal Ends 7 > ‘eo ty : 





* Love of Life CBS-TV 

* Secret Storm CBS-TV 
* Queen for a Day NBC-TV 
* It Could Be You NBC-TV 


. . . * Tic Tac Dough NBC-TV 
No Household Line Out-Advertises Boyle-Midway...None Gives a Better Deal! Doug Edwards CBS-TV 


LOS ANGELES BROOKLYN CHICAGO CANTON, OHIO CHAMBLEE, GA. 


CRANFORD, NEW JERSEY 
6 ically located plants plus 
BOY LE = M I DWAY I N uy 22 E. 40th St., New York 16, N. we 2 pec 9 waar at Sasi an Dalles 
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the MILLION DOLLAR look! 









— 
"see ~~ 


A complete line of IN STOCK Children’s 
Shoes from tots to teens. QUALITY CON- 
STRUCTED to insure PERFECT FIT... and 


*. 














-~ * 
nee e” 


always EXCITINGLY STYLED for easy seiling. PRINCE 
Suggested retail for most styles %3.50 ae 
to “6.95 A few styles slightly higher. 


Write us for franchise 
for your city 


AMERICAN JUNIORS ots 
SHOE COMPANY, INC. 


ONE ISLAND STREET, LAWRENCE, MASS. 


Division Consolidated National Shoe Corp. 


we EiVED . 
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The colorful “Old West’’ lives today... 


. not only at the ranches and rodeos of Texas, but on every street and 
bypath in the nation . . . where youngsters dream of being cowpokes ... 
and grownups, togged out in western wear, capture the gay, hearty, 
full-of-life spirit of America's only enduring tradition. 


Acme's magnificent line of cowboy boots .. . priced within reach of every 
family . . . is an unending source of store traffic, sales volume, and 
healthy profits. New catalog just off the press. Ask for it. 


ACME BOOT COMPANY, Inc., Clarksville, Tennessee 
MENS , WORLD’S LARGEST BOOTMAKERS 


Acme custom boot 


BOYS & GIRLS LADIES INFANTS 
No. 2800—Sunburst pottern 


No. 8300—Flexible Goodyear welt No. 1300—Acme custom last 
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Dates to Remember 


Allied Shoe Products and Style Exhibit, 
New York Trade Show ote New 
York .. 

Merchandising Clinic, “National “Shoe 
Manufacturers Association, Waldorf- 
any SRO oe ey Cees Pa nen Aug. 5 

Membership Breakfast, ‘National Shoe 
Manufacturers Association, Waldorf- 
Astoria, New York 

Leather Show, Tanners’ Council of Amer- 
ica, Waldorf-Astoria Hotel, New York 
City ... Aug. 6-7 

Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York City ......Aug. 7 

Midwest Shoe Market, Midwest Shoe 
Travelers’ Association, Morrison Hotel, 
Chicago .... iain (Oe 

Advance Spring "Shoe Market, New 
England Shoe and Leather Associa- 


11-14 


tion, Hotels Statler and Touraine, 
Boston eae : . Sept. 29-Oct. 3 
National Shoe Fair, National Shoe 


Manufacturers Association and Na- 
tional Retailers Association, Chicago 
Oct. 27-31 
Spring Shoe Show, Northwest Shoe Trav- 
elers Association, Hotel St. Paul, St. 
Paul .. .....Nov. 2-5 
Spring Shoe Fair, Ohio Shoe Travelers 
Club, Deshler-Hilton Hotel, Columbus 
Nov. 9-12 
Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, Des Moines, la. 
Nov. 
Spring Shoe Fair, The Southwestern 
Shoe Travelers Association, Adolphus, 
Baker, Statler-Hilton and Southland 
Hotels, Dallas Nov. 
Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Hotels, 
Atlanta Nov. 
Spring Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh Nov. 
Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Angeles Nov. 17-20 
Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver ...Nov. 24-26 
Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, 
Chicago -Nov. 24-27 
Popular Price Shoe Show of “America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City ........ Dec. 1-5 
Shoe Show and Convention, Empire State 
Footwear Association, Inc., Hotel On- 
ondaga, Syracuse, N. Y. . Jan. 


10-11 


10-13 


10-13 


16-19 


19-21 





Jay-Thomas Adds Three 


MILWAUKEE-— Three new salesmen 
have been added to the staff of Jay- 
Thomas Footwear, Inc., according to 
sack Bartzen, vice-president and sales 
manager. The firm manufactures house 
slippers. 

Claude Porter, Los Angeles, is now 
covering the entire state of California, 
Nevada, Arizona, New Mexico and Col- 
vorado. Joseph E. Allgier, Chicago, has 
taken over the Indiana and Illinois 
territory. Ralph E. Maxwell, Dunn, 
N. C., is traveling Virginia and North 
and South Carolina. 


July 15, 1957 


.Aug. 2-6 | 


Aug. 6 | 
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Chief Biggest-Year-Yet, 
say: 


‘Sell-um one, selleum all 
sell-um Laconians!” 


For tots to teens, in jumpers or jeans, 
Laconians has just the shoe for the sale. 
He-manly for boys, lady-like for 
girls... in infants, childrens, misses, 
little gents, youths, and debs. Lull 'em 
with comfort features like combination 
lasts — lure ‘em with style sensations 
like tapered toes, Shu-Loks, swivel 
straps. Then sell 'em with Laconians 
value, proven equal or superior to 4 
other nationally advertised brands $2 
and $3 more retail! Let us — and your 
register — tell you the rest of the story. 


LACONIAN SHOES CORPORATION, LACONIA, NEW HAMPSHIRE 







Ries ideas that move people to action are simply stated. 


Consider — “I love you,” "We won,” “Dinner is ready” 


and ... Back-to-school-in CHILD LIFE shoes. 


As a dealer, you can’t express yourself any better than this 
to mothers, or register your type of store with greater clarity. 
And when you're back of CHILD LIFE, you'll find CHILD LIFE 
back of you with a quality shoe and a service arm that is 


second to none in juvenile footwear. 


men 


A ae) ° 
eS HERBST Shoe Manufacturing Co. 
PARENTS 


er” Milwaukee 45, Wisconsin 
New York Office — 557 Marbridge Bidg., New York 17, N. Y. 
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RESPONSIBILITY AND 
OPPORTUNITY 


























—Retailing has a tremendous responsibility and oppor- 
tunity in the years ahead; and effective direction 
was highlighted by Philip M. Talbott, senior Vice- 
president of Woodward & Lothrop, Inc., of Washing- 
ton, D. C., when he said: 

“If the next 25 years are to bring the period of 
plenty which we all envision, we retailers have to 
lead the way. We must spearhead the flow of goods 
from the nation’s factories to its consumers. For too 
long, many of us have mistakenly believed that the 
miracle of this country’s high standard of living 
stems from mass production. 

—“There is absolutely nothing to this outworn eco- 
nomic theory. The true key to a dynamic and ever- 
expanding standard of living lies in mass distri- 
bution. 

—“ We retailers must take the lead in creating demand. 
We must operate our businesses in such a manner as 
to encourage the American public to purchase our 
wares. We must operate in such an efficient manner 
that we can insure a fair return to our investors and 
fair wages to our employes. 


—‘The time has come when we must realize that the 


customer does not exist for our convenience. She 
must be wooed and won continually. We can never 
say to ourselves, ‘we pleased her yesterday, she’ll be 
back tomorrow.’ Instead, we must be prepared to 
re-win her today and every day. 

—‘‘Make no mistake about it, people are the crux of 
our business. We must satisfy them emotionally as 
well as materially. Purchasing the better things of 
life is an emotional experience. With much stand- 
ardization of merchandise, the store that gives the 
little extra in courtesy and know-how will reap its 
reward in customer loyalty. 


—‘We must remain flexible in our attitudes. Let us 


find out what our customers really want .. . and 
give it to them.” 
—The follow through is up to you! 


Publisher 
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JUMP/NG- JACKS 


NEWS 


Bf 


Johnny and Susie see 
JUMPING - JACKS 
in the comics! 





Can, jz Mother sees them 
. \ Y ° ° 
“NEXZ >: in HER magazines! 








Be ee 
“ey | | gos 
Millions will see 
JUMPING-JACKS 
4 color ads this fall! 


VAISEY-BRISTOL SHOE CO. + Monett, Mo. 
13 


THIS IS 


(ut 


C 


BREZNER’S 


COLOR SENSATION 


in SMe! 


\ new off-beat color to spark up your line! Already taking 


top fashion honors, Camouflage blends beautifully ... and oh, so 


hitably with the important trend to softer, subtler shades. 


Camouflage tw also available in Smooth Elk Napoli Brushie Napolino 


Send for swatches fe) by.) 4 
THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 SOUTH STREET BOSTON 11 MASSACHUSETTS 
Fashion Right’ Leathers from our Tannery, Penacook, New Hampshire 
ST. LOUIS, MO MILWAUKEE, WIS ROCHESTER, N. Y LOS ANGELES, CALIF 
H. B. Avery Co Harold |. Stewart Graham Bros. Sales Russ White Co 
CINCINNATI, OHIO NEW YORK AND PENN MIAMI, FLORIDA ORIENTAL EXPORT 
John A. Spille Co Homer Bear Jack G. Mendelsohn Leibman & Cumming 
San Francisco, Calif 


MONTREAL, QUE., CANADA Handbag Representatives NEW YORK, N. Y 
Stockton & Sedgwick Chilewich Sons & Co 


r Markets 
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TESTING 
when so much 


depends on so little 


... depend on 


SUPERGRIP 


Cements 


It’s a thin ribbon of cement that 
forms the lifeline of the shoe... a 
cement that’s got to stand up and 
take it... its bond strength, flex- 
ibility and performance determine 
the life of the shoe. 


For added protection when attach- 
ing your soles use SUPERGRIP 
Cements... they're stronger than 
the materials they bond when used 
properly. Shoes cemented with 
SUPERGRIP are tested every day 
on this Scott tester... they're torn 
apart to prove SUPERGRIP 
Cements are consistently reliable 
... reasons why more and more 
manufacturers are switching to 
SUPERGRIP Cements for greater 
confidence in sole attaching ... and 
SUPERGRIP costs no more — 


Check these advantages: SUPERGRIP gives you greater 
DEPENDABILITY mileage. Actual case histories show 


United’s methods of quality control mean greater confi- up to 28% more pairs cemented 
dence in sole attaching through dependable cements. per gallon. 


BOND STRENGTH SUDERGRID 
Supergrip cements are stronger than the materials they 


bond when used properly. Sole attaching cements are products of the 
8B. B. CHEMICAL COMPANY 


PERFORMANCE am 

Hundreds of manufacturers making millions of shoes U rn é t e d 

depend on Supergrip Cements’ reliable performance. SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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Flats 


available for Fall 
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supplies a lively touch of smart Appliques of matching leather decorate the band of 
styling to this foursome of SHUGOR over the instep. 


flatties, which also receive a 
plus quantity of comfort and 
easy-on-and-off that is possible 
only where SHUGOR controls 
the self-adjusting fit. 


THOMAS TAYLOR & SONS 


HUDSON, MASSACHUSETTS - : 
Taylor elastic cord may be used to combine unusual 


styling and fit. 


aN OE ee See ages 
CT RR 
him. + ae - a 
* 
bay Pegs ee 
' 4 ‘ ee is 


‘ OE ee Re Ee O ae 
SHUGOR activates, shirrs and adorns the forepart of This matching leather-covered strap of SHUGOR is 
this two-tone flattie. both useful and ornamental. 
Copr. 1957 THOMAS TAYLOR & SONS 
See us at the ALLIED SHOE PRODUCTS and STYLE EXHIBIT, Room 542, TRADE SHOW BLDG., 35th at 8th Ave., N. Y., Aug. 3-6 
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MY FAIR LASSIE 


With a canny eye for glamour and a thr-r-rifty 
sense of value, she'll go far in these newest, 


fairest autumn flats by Viner! 


at better stores everywhere! 


VINER BROS., INC. «a Bangor, Maine 


This ad appears in the September issue of CHARM, on the newsstands dug. 20th... another in a series of 
VINER full page color ads running all season long in GLAMOUR, CHARM and MADEMOISELLE. 





eee? 


for your pride and their joy . 








...and that leather is Rueping’s KANKAKEE, 
richly finished, finely grained, clean cutting 
—favored by leading juvenile shoe 
manufacturers everywhere. KANKAKEE is 
specified here by Julius Altschul, Inc., 
Brooklyn, New York —just another example 
of fine leather and expert shoemaking — 


combined for outstanding value. 








SHOES: "Nature's Own" Straight Last 
by Julius Altschul, Inc., Brooklyn 37, N. Y. 
Style 1545R—Ex (corrected construction) 
Style 1540 (normal construction) 


LEATHER: Rueping's KANKAKEE, 
No. 800 White 


RUEPING 
ftre beudlect fot fire bef 


FRED RUEPING LEATHER CO., FOND DU LAC, WISCONSIN, U.S.A. 














onan 


otnotes 





High front rising is a feature of shoes at Saks Fifth Avenue. This dark gray suede 

pump, left, above, is tipped and heeled with black calf. The calf is perforated to 

form a decoration on the upper toe, around the collar, and at the high front 

laced with the leather. The same design is executed in taupe suede with brown 

calf. One of the newest toes is a tiny squared one, at the tip of a tapered last. 

It appears on this black suede pump, shown right, which is trimmed at the frent, 
with a soft crushed bow of black satin. 


NEw York — New toes on tapered 
lasts, a mid-heel halfway between high 
and low, new colors to go with dark 
autumn clothes, the use of covert cloth 
for street wear and silk damask for 
after five, several fresh varieties of 
leather—these are the headline notes in 
the present show collection at Saks 
Fifth Avenue. 

Also distinctly new is the cornucopia 
toe, of Turkish inspiration, which 
rounds out over the sole and has a 
slight upward turn at the tip. In heels, 
while the fragile champagne-glass-stem 
still goes on, the store is now playing 
up the mid-heel, which strikes a bal- 
ance between high and low. 

Color is important in these new shoes, 
and two reds are outstanding. One is a 
rosy red, like the beet. The other is a 
clay red, which recalls the soil of 
Georgia. Allied to them are the red 
apple, cranberry, burnt orange and rus- 
set tones. All these are designed to be 
worn with black, brown, and gray 
clothes this autumn. A deep brown is 
the leader in dark shoe colors; and 
there is a new light brown just the 
tone of marron glacé. Graphite shades 
are strong in the grays. There remains, 
of course, plenty of the perennially 
elegant black. 

Covert cloth is news for daytime, be- 
ing combined with calf to make neat 
tailored shoes for town wear. There are 
many half-and-half shoes, two mate- 
rials, in either one or two colors, evenly 
divided between back and front. Lizard 
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is now given the glossy finish of patent 
leather, and this new version makes a 
subtle combination with plain lizard. In 
the engaging calf varieties, there are— 
besides the lightly textured ones—a 
new rice grained one, and a novelty 
called Emu, from the Australian os- 
trich, which has an irregularly bossed 
surface. 


Silk damask is especially significant 
for after five, and there is a set of 
lovely brocades with bags to match. 
Tinsel cloth takes its place among the 
many luxury fabrics for evening. Many 
after dark shoes are made of mat silk, 
peau de soie or crepe de chine, delicately 
contoured to look more fragile than 
they really are. Of sober elegance is a 
whole group of finely worked light- 
weight black suedes, often detailed with 
faille or grosgrain. 


High riding fronts and upstanding 
tongues are much favored in the new 
collection. Old-fashioned shoelaces, 
sometimes fringed, and regular little 
shirt buttons make real notion-counter 
trims on tailored street shoes. 


Bows and buckles abound, the latter 
usually square or oval. On late day and 
evening shoes, decoration is often Ori- 
ental in feeling, as in a brilliant all- 
over pattern of beaded disks in multi- 
color and in small gilt motifs on cornu- 
copia toes. There are also antiqued 
rhinestones called black diamonds, and 
a combination of rhinestones with crys- 
tal as airy as a chandelier. 





General Tire Begins Volume 
Production of ‘Miracle’ Foam 


AKRON—W. O’Neil, president of The 
General Tire and Rubber Company, 
predicted the development of a new 
material would revolutionize the rub- 
ber and plastic foam industries. 

Called Polyfoam, the new lightweight 
cushioning substance has been in de- 
velopment for more than two years. It 
has now been put into volume produc- 
tion at the company’s Marion, Ind., 
plant. 

The material is a polyether-based 
urethane foam. 

“The versatility of this new product 
coupled with its incredible strength 
and durability will make all other 
cushioning materials obsolete,” said Mr. 
O’Neil. At the same time he disclosed 
that General has discontinued produc- 
tion of conventional polyester - based 
urethane foams and will concentrate 
its full foam facilities on the manufac- 
ture of Polyfoam. 

The high tensile strength of the 
product enables manufacturers to sew 
or stitch directly through the material 
whereas earlier foams could not be 
sewn without tearing, the company re- 
ported. 

Another advantage claimed for Poly- 
foam is its reputed high degree of 
compatibility with other materials. Old 
style foams are not compatible with 
many materials so that an inert lining 
has to be used between the foam and 
its covering. Such foams also break 
down readily under exposure to sun- 
light and air. 

A new sales organization has been 
established to handle Polyfoam and a 
distributor system is currently being 
set up throughout the country. Poly- 
foam is a registered trade name of The 
General Tire & Rubber Company. 


Organize Polyfoam Sales 


Appointment of John J. Philbin as 
regional manager of polyfoam sales for 
The General Tire & Rubber Company 
was announced by Robert B. Wilbur, 
general sales manager, Marion divi- 
sion. 


In his new position, Mr. Philbin, 
headquartering at the company’s Los 
Angeles division offices, will direct sales 
of General’s new polyurethane foam in 
an eleven-state western region. Pro- 
duction and sales of the product are 
centered at the company’s Marion, In- 
diana plant. 

Mr. Philbin has been associated with 
General Tire in various managerial and 
administrative capacities for the past 
five years. 
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Baltimore Show Volume Somewhat Under 1956 


BALTIMORE—A one-day good turn- 
out greeted the 1957 Baltimore Shoe 
Show, sponsored jointly by the Balti- 
more Shoe Club and the Associated 
Shoe Travelers of Baltimore at the 
Lord Baltimore Hotel according to 
spokemen who said volume turnover 
ranged from somewhat below to a bit 
ahead of last year. 

About 500 buyers from Pennsylvania, 
West Virginia, Virginia, Washington, 
D. C., Philadelphia, Delaware, southern 
New Jersey and the Eastern Shore of 
Maryland, began their buying early 
Sunday morning, the first day of the 
show, and it maintained an uneven 
pace until the very last day. 

Almost all buying was for early de- 
livery—not later than August. Inven- 
tories were apparently low. 

Preferences noted in the men’s line, 
included the extremely narrow toes in 
black and rich, mahogany leather to re- 
tail from $12.95 to $14.95. 

Also heavy buying was seen in men’s 
Italian loafers with black predominat- 
ing and beaver tan following in choice, 
to retail from $9.95 to $14.95. How- 
ever, popular price ranges here were in 
the $12.95 to $14.95 brackets. 

In women’s shoes, retailers bought the 
better dress line in volume. The closed 
toe moved well, as did black pumps 
with generous bow treatments, slender, 
very high heels and long, narrow toes 
in suede trimmed with calf. Black was 
popular. Black broadtail leather and 
Picasso faille cloth, to retail from $5.95 
to $10.95, held much interest. 

Casuals and flatties showed brisk 
activity. These were very important 
and the manufacturers had on display 
a larger and more varied line. Out- 
standing style that moved well was the 
T-strap with small baby doll toe and 
short vamp. Flatties with large bows 
over instep, skimmer pumps with bows 
to be sold separately, caught the in- 
terest of dealers. A good merchandise 
job could be done with the bows, alone, 
according to one exhibitor. Buyers 
were planning to promote this bow ac- 
cessory for fall. 

Beige suede and gray suede with 
kiltie tie and a crepe sole in a casual to 
retail at $5.95 was also noticeably ac- 
tive. 

Popular children’s lines were black 
suede Mary Jane shoes with removable 
swivel strap, to retail from $3.95 to 
$6.95 and a shearling lined boot with 
crepe sole for sports, to retail at $9.95, 
in red, gray and black side leather. 
Children’s dress shoes in patent leather 
and black suede with lots of trimming, 
ornaments and bows, moved rapidly. 

Trimmed oxfords with side treat- 
ments, such as medallions and strip- 
pings with two-tone brown were par- 
ticularly favored and a few red also 
caught the fancy of the customers. 

W. Milton Volk, of P. H. Volk & 
Company, was show chairman. Sara 
Abrahams, recording secretary of the 
Baltimore Shee Club, was co-chairman 
and Si Madow, vice-president, Chesa- 
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peake Shoe Manufacturing Company, 
was chairman of the directory book. 


Siebenlist Will Merchandise 
All Shoes at Daniels & Fisher 


DENVER—John Siebenlist, who grew 
up with retailing and has a wide shoe 
experience in the Southwest, has been 
named merchandiser of all shoes at 
Daniels & Fisher Department Store 
here. He succeeds Frank Parker, who 
has transferred to Kansas City, Mo., 
to become buyer of Herzfeld’s Shoe 
Store. 

While fashion shoes are his specialty, 


JOHN SIEBENLIST 


Mr. Siebenlist, as head of the shoe de- 
partment at the famous old Denver 
store, will have charge of children’s, 
men’s, career girl and Corinthian fash- 
ion salons. A native of Shattuck, Okla., 
and the son of a retailer there, Mr. 
Siebenlist began his shoe-selling career 
20 years ago in Denver with the old 
Feltman and Curme Shoe Store. 

For several years, too, he was with 
Fontius Shoe Company here and then 
went to Texas. For five years he head- 
ed the Nieman-Marcus shoe operation 
in its Preston Center Shopping Center 
in Dallas. Two years ago, he joined 
General Shoe Corporation, which leases 
the Daniels & Fisher shoe departments, 
and started to work with Guarantee 
Stores in San Antonio. He was with 
the Palais Royal stores in Houston 
when he was transferred to Daniels & 
Fisher to assist Mr. Parker after the 
first of the year. 

When Jay Jaffe left Herzfeld’s early 
this month to take the west coast op- 
eration of Joseph Magnin, Mr. Parker 
was chosen for the buying job in Kan- 
sas City. Mr. Parker soon will move 
his family from Lakewood here to Kan- 
sas City. Announcement of Mr. Sieben- 
list’s promotion was made by Ben H. 
Willingham, vice-chairman of General 
Shoe Corporation. 


General American Industries 
Absorbs Shain & Company 


Boston—Shain and Company, Inc., 
converters and distributors of shoe fab- 


rics and linings, became a division of 
General American Industries, Inc., (N. 
Y.) July 1, it was announced by D. G. 
Folts, Jr., president of Shain and Com- 
pany. 

In a statement of which the final 
figures for the 11 months ended May 31, 
1957 were still subject to audit, General 
American Industries listed net sales of 
$17,680,767. Earnings per share on l1,- 
298,888 shares of common stock out- 
standing were $1.01 as of May 31 ac- 
cording to Stanley M. Rowland, presi- 
dent and treasurer of General Amer- 
ican. 


Shoe Production Up Twice— 
Once in May, Again in April 


WASHINGTON, D. C.—Production of 
shoes in May showed a 2 per cent in- 
crease over the 48.3 million pairs man- 
ufactured in May, 1956, though this 
recent production was fully 6 per cent 
less than the 52.8 million pairs which 
the industry produced in April, 1957. 

The Industry division, apparel 
branch, of the Bureau of the Census 
which released the report, disclosed it 
was using an adjusted index — 1947- 
1949 equals 100—for footwear produc- 
tion. On this basis, May, 1957, was 
119 compared with 124 for April, 1957. 

The May, 1957, production was allo- 
cated by states and areas as fol- 
lows: New England, 15,377,000; Middle 
Atlantic States, including New York, 
Pennsylvania and New Jersey: 16,156,- 
000 pairs; East North Central States, 
including Illinois, Ohio, Wisconsin and 
other states: 6,136,000 pairs; Missouri, 
4,532,000; Tennessee, 1,969,000 and 
other states, 5,294,000 pairs. 

All leather shoes accounted for 79 
per cent of production; part leather 
for 7 per cent, and non-leather, 14 per 
cent. Leather outsoles were used in 33 
per cent of the shoes made and non- 
leather on 67 per cent. 


St. Louis Show Sponsors 
Announce 1958 Committee 


St. Louis—Members of the steering 
committee for the 1958 St. Louis Shoe 
Show have been officially announced by 
Arthur Gale, executive secretary of the 
sponsoring group, the St. Louis Shoe 
Manufacturers Association. 

W. Ted Shaw, Brauer Brothers Shoe 
Company, will serve as committee 
chairman, with William Kaplan, Carmo 
Shoe Manufacturing Company, co- 
chairman. 

Committee members will include C. 
W. Carson, Tweedie Footwear Corpo- 
ration; James S. Legg, Heydays Shoes, 
Inc.; Mrs. Ruth Klump, Valley Shoe 
Corporation; Walter Johnson, United 
Men’s division, Brown Shoe Company; 
Arthur C. Bickel, Accent Shoe Com- 
pany; Bert L. Bishop, Deevers Shoe 
Company; and J. Roger Johansen, 
Johansen Brothers Shoe Company, Inc. 

Dates for the show are April 27-30, 
at the Statler, Lennox, Sheraton-Jeffer- 
son and Park Plaza Hotels in St. Louis. 
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WASHINGTON, D. C.—The powerful 
Senate Appropriations Committee lev- 
eled a strong blow at planned expan- 
sion of military post exchanges, at a 
delayed “test” of interest-free credit at 
two exchanges, and at the use of mili- 
tary personnel in the exchanges. 

The committee asserts that there is 
“little, if any, justification for increas- 
ing the competitive advantage of the 
stores in the PX system at the expense 
of the retail merchants of this coun- 
try.” It says types of merchandise cur- 
rently authorized for sale in the system 
“are more than adequate to satisfy the 
needs of military personnel and their 
dependents.” 

Criticism is also leveled at a delayed 
test of credit at two Air Force bases. 
The committee opposes the adoption of 
“any practices which would increase 
the value of the services rendered by 
the stores in the system, such as the 
extension of credit .. . without imposi- 
tion of carrying or other financial 
charges.” 

One of the strongest blasts at the 
post exchanges by the committee is lev- 
eled at the use of military personnel. 
The group is particularly critical of 
the use of more than 2000 officers and 
enlisted men in exchanges who are paid 
with government funds. 

The committee terms this use of mili- 
tary personnel “an unwarranted waste 
of the taxpayer’s money.” It urges 
that either civilians be employed to per- 
form such functions, and their salaries 
paid out of exchange profits, or that 
the exchanges reimburse the govern- 
ment for the services they render. 

The committee also demands a full 
report on exchange operations not later 
than January 1, 1958. 

Recent figures show that the payroll 
for military personnel assigned to 
Army and Air Force exchanges in this 
country, not including Navy ship 
stores, amounted to $1,643,000 last 
year, plus another $99,000 for regional 
offices and $63,000 at national exchange 
headquarters. 

Total assets of these two types of 
exchanges now top $258 million in 
1956, net sales amounted to $808.6 mil- 
lion, of which $343.3 were in the conti- 
nental United States. Gross profits 
amounted to $192.5 million. 

Official statements from the ex- 
changes still describe them as offering 
items of “convenience and necessity at 
uniformly low prices.” To the service 
wife, the exchanges say, they “repre- 
sent a convenient shopping place where 
she can purchase family needs in com- 
plete confidence.” 

Meanwhile, the house armed services 
committee, which has previously held 
hearings on a planned expansion of 
post exchange inventories which would 
materially increase their competition 
with shoe retailers, is now actively in- 
vestigating a proposed credit test being 
conducted by the Air Force exchanges. 
This test is being delayed at the re- 
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Senate Committee Backs Retailer against Military PX’s 


quest of the House Armed Services 
Committee pending fuller investigation. 
Retailers again are protesting the en- 
croachment of the subsidized exchanges 
into the market place. 

The full text of the Senate commit- 
tee discussion of PX’s follows: 

“It was noticed that the prevailing 
policy is to assign military personnel 
to work in commissaries, post ex- 
changes and ship stores. For the most 
part, these functions are operated 
[with] nonappropriated funds, yet the 
armed services furnished in excess of 
2000 officers and enlisted men whose 
salaries and allowances are paid out of 
appropriated funds, to perform services 
for the post exchanges and ship stores. 

“In the opinion of the committee 
such use of military personnel appears 
to be an unwarranted waste of the tax- 
payer’s money. While the committee 
sincerely desires that the posts ex- 
changes continue to provide a valuable 
service to our troops, it urges that 
either civilians be employed to perform 
functions presently performed by mili- 
tary personnel and that their salaries 
be paid out of post exchange profits, or 
on the other hand, if military personnel 
must be used, that there be reimburse- 
ment to the pay appropriations for the 
services they render. 

“In order to implement the commit- 
tee’s suggestion, it is hereby directed 
that a study be made by the Secretary 
of Defense of PX and ship stores op- 
erations. It is further requested that 
a report which will explain the re- 
sults of this study, be furnished the 
committee not later than January 1, 
1958. 

“The committee is concerned about re- 
ported plans to increase the scope of 
activities of the post exchanges. While 
it is recognized that the post-exchange 
system is an integral and necessary 
part of the operations of the military 
forces, there is little, if any, justifica- 
tion for increasing the competitive ad- 
vantage of the stores in the system at 
the expense of the retail merchants of 
this country. The committee is of the 
opinion that the types of merchandise 


currently authorized for sale in the 
system are more than adequate to sat- 
isfy the needs of the military personnel 
and the dependents and no action 
should be taken to enlarge the cate- 
gories of stock now handled. In addi- 
tion, competitive advantage should not 
be increased by the adoption of any 
practices which would increase the 
value of the services rendered by the 
stores in the system, such as the exten- 
sion of credit to post-exchange custom- 
ers without imposition of carrying or 
other financial charges.” 





Edison to Build Two-Story 
Chandler’s in Philadelphia 


St. Louts—Plans to build a new two- 
story Chandler’s women’s shoe store in 
Philadelphia have been announced by 
Edison Brothers Stores, Inc. 

The new Chandler’s will be located 
at 1312 Chestnut Street, on the prem- 
ises formerly occupied by the Geuting 
Shoe Company. The store will have 
two selling floors and a basement stock 
area, according to Elmer L. Jeffryes, 
regional manager for Edison. It will 
be the tenth Chandler’s in the New 
York-Philadelphia area and part of the 
eastern division expansion program for 
Chandler’s stores. 

Design and décor will be by Bernard 
Bloom, head of the firm’s architectural 
department and his staff. Facade of 
the new store will be open, command- 
ing a view of the entire interior from 
the street. A glass and stainless steel 
front will rise 27 feet from the side- 
walk. 

A long-term lease on the property 
was signed with the Geuting Shoe 
Company. 

The Philadelphia Chandler’s will of- 
fer dress shoes at $9.98 to $14.98 for 
most styles, with casual footwear 
within the $6 to $9 bracket. Accessory 
lines of handbags and hosiery will be 
carried. 

Edison Brothers Stores, Inc., St. 
Louis, of which Chandler’s is a divi- 
sion, operates 309 stores in 162 cities, 
38 states, District of Columbia and 
Hawaii. Sales for Edison for 1956 ex- 
ceeded $91,000,000. 





Noted Shoe Stores Blame Boston Tax Rate for Closing 


Boston—Over the week-end of June 
15, Boston lost two retail shoe outlets, 
the big department store of the R. H. 
White Corporation at 518 Washington 
Street, and the high-grade women’s 
specialty shop operated by E. T. Slat- 
tery Company at 155 Tremont Street. 
The former’s history dates back 104 
years; the latter’s, 90 years. 

The R. H. White Corporation, how- 
ever, is not going out of business. City 
Stores Company, the parent organiza- 
tion, has announced that the store now 
operated in Worcester, Mass., will be 
enlarged and that plans have been 
made to open two suburban stores in 
the near future. In the meantime, and 
prior to the actual closing of the Bos- 
ton store some time this month, a large 





inventory will be fully disposed of. 

One of the reasons given by the R. 
H. White management for the decision 
to discontinue operations in its Wash- 
ington street store was the “exorbitant 
but self defeating” tax rate and assess- 
ment policy by the city of Boston. 

No public reason was given for the 
closing of the Slattery store by P. A. 
O’Connell, owner, president and gen- 
eral manager since 1908. 

The Slattery firm is said to have been 
the first metropolitan store in the 
country to sense and to act on the 
swing to suburban shopping. Its first 
branch store was opened in Wellesley 
in 1923; the second in Brookline four 
years later. Both branches, however, 
were closed several months ago. 
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Editor Calls 1957 Biggest Year in Footwear Design 


Sr. Lovis — Recently, before the 
American Home Economics Association, 
Geraldine Epp, staff writer for BOOT 
AND SHOE RECORDER, called the year 
1957 the women’s shoe designers’ mo- 
ment in the fashion spotlight. 

In a talk, titled “Footnotes to Fash- 
ion,” slides were shown of the principal 
silhouettes, textures and colors which 
will dominate women’s fall shoe fash- 
ions. Miss Epp sought also to correct 
misconceptions concerning the fit of 
the new tapered toe. 

She pointed out that the need for 
comfortable fit was one of the factors 
that caused the creation of the taper. 
“In moving back into a pump era,” she 
noted, “shoe manufacturers realized 
that women would not want to get into 
closed shoes that would restrict their 
toe freedom as shell pumps had done. 
So, in covering up the foot, they work- 
ed out new long lasts and incorporated 
new techniques of soft construction.” 

Miss Epp predicted that modified 
tapered lasts will be used for about 60 


per cent of fall footwear while extreme 
lasts will account for 20 per cent. To 
prove her point about fit, Miss Epp 
produced a recent number of a national 
consumer magazine showing a x-ray of 
a woman’s foot perfectly fitted in a 
tapered toe shoe. 

The color for fall, said Miss Epp, is 
far and away black—black around the 
clock. Three other colors will be im- 
portant—brown, gray and red. Tex- 
tures will be unusually broad in scope 
this year, mainly in smaller, more deli- 
cate patterns. “Pinseal, vicuna, broad- 
tail and silky brushed leathers domi- 
nate St. Louis collections; other leathers 
have moire, ribbed or feathery looks.” 

Miss Epp offered a word of caution: 
“Do not let your prejudices keep you 
from trying on the ’57 styles. The new 
shoes are modeled on new principles to 
provide the true size dimensions of 
modern lasts. Once you’ve tried on a 
pair, you’ll want it. For once in it’s 
history the shoe industry has the big 
story to tell for fall.” 





American Shoe Industry May Exceed 600 Million Pairs 


New York—The American shoe in- 
dustry may pass the 600,000,000-pair 
mark for the first time in its more 
than three-century history, the Na- 
tional Shoe Institute announced. 

Unprecedented production in the 
closing weeks of the second quarter 
plus the speed and impact of the 
pointed-toe style revolution, caused in- 
dustry economists to believe total pair- 
age might approach 612,000,000. 

This would far out-distance last 
year’s record high of 592,181,000 pairs 
and would be well ahead of the con- 
servative 1957 estimate of 595,000,000 
pairs predicted in mid-May. 

Preliminary June figures showed 
shoe production up 7.1 per cent over 
June, 1956. Benefiting by rising dis- 
posable income and a growing shoe 
style-consciousness among all consum- 
ers, sales are continuing at a high 
jevel and national shoe consumption 
may average 3.6 pairs per person. 

A prime factor in the production was 
the style revolution created by the 
pointed and tapered-toe shoes for 
women and the wider acceptance by 
men of lighter, slimmer shoes. 

The high obsolescence factor, espe- 
cially in women’s shoe wardrobes for 
fall, will carry the $3% billion indus- 
try to new production and sales peaks, 
the National Shoe Institute said. 

Speed of the pointed-toe style revolu- 
tion was shown by the fact that it 
has swept the shoe world in a matter 
of only 12 months. Historically, two to 
three years were required previously 
for a new style to dominate the in- 
dustry. 

Impact of the pointed-toe style on 
manufacturing is refiected in orders 
which have swamped last-makers. In 
spite of all-out production, deliveries 
of the new pointed lasts are running 
8 to 12 weeks behind in many plants. 


22 


A survey of nine leading manufac- 
turers at the first of the year showed 
only one producing more than 30 per 
cent of spring shoes in the pointed-toe 
style. 

For fall, however, six of the same 
nine manufacturers report more than 
30 per cent of production in the new 
design. In one case the figure was 75 
per cent and in another 80 per cent. 


Department Store Sales Drop 
In Greater St. Louis Area 


St. Louts—Department store sales of 
shoes were down two per cent in May 
in the Eighth Federal Reserve District, 
as compared with May, 1956. Official 
figures recently released cover depart- 
ment stores in the cities of St. Louis, 
Louisville, Memphis and Little Rock. 

Sales of men’s and boys’ shoes and 
slippers in the Memphis area in May 
were listed as down 13 per cent from 
the corresponding 1956 period. Little 
Rock sales were given as up six per 
cent, while St. Louis sales remained 
even. 

Women’s shoe sales were reported as 
down one per cent for the district, with 
greatest change coming from the Mem- 
phis area, down eight per cent. Chil- 
dren’s shoe sales, although given as 
down two per cent for the month of 
May, were listed as up four per cent 
for the months of February through 
May, as compared with the same period 
last year. 

Percentage change in stocks for May 
31, 1957, from the corresponding 1956 
period, showed women’s shoes to be 
down six per cent for the district, 
children’s shoes down two per cent, 
men’s and boys’ shoes and slippers 
down one per cent. 


Kinney Corporation Elects 
Dierolf and Stuart to Posts 


New YorkK—G. R. Kinney Corpora- 
tion announced the election of Leon W. 
Dierolf as vice-president in charge of 
real estate. Mr. Dierolf has been with 
the Kinney Company since 1917 and for 


JAMES B. STUART 


LEON W. DIEROLF 


the past 12 years has held the position 
of general sales manager. He succeeds 
LeRoy Kinney who has retired but will 
continue in a consulting capacity with 
the company founded by his father. 

James B. Stuart, western divisional 
sales manager, was appointed general 
sales manager to succeed Leon W. 
Dierolf. Mr. Stuart has been a member 
of the Kinney organization for 28 years 
and has been a divisional sales manager 
for the past 14 years. 

G. R. Kinney Corporation operates 
a nationwide chain of 387 shoe stores. 


Denver Tourists Stirred 
By Startling Shoe Window 


DENVER — A conversation-provoking 
shoe window under the famed Daniels 
& Fisher Tower, a visiting “must” for 
thousands of tourists, was John Sieben- 
list’s startling black and white window, 
“The Dalmation and the Zebra.” While 
the window was put in to attract vis- 
itors to the Corinthian Salon on the 
second floor to buy other shoes, a num- 
ber of Delman’s new leather prints 
were also sold. 

While the hot Colorado sun beat 
down outside, cool white marble bench 
and stands were used as the back- 
ground. A mannekin in black organza- 
skirted frock with black and white em- 
broidered organdy blouse sat side- 
saddle on a life-size zebra. There were 
four black and white leather printed 
tapered toe pumps in the window in 
zebra stripes and dalmation spots, 
along with co-ordinated accessories, 
black and white dotted chiffon scarf, 
black patent bags, huge black taffeta 
flower, white taffeta flower and match- 
ing white necklace and earrings. 

The shoes displayed included a dalma- 
tian print with curved black pinpoint 
heel and black tailored grosgrain bow, 
a plain zebra pump with black stiletto 
heel, a dalmatian pump with self heel 
and black bow, and the mannekin’s 
shoes, zebra stripe pumps with bow and 
very pointed toe. 
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STYLES 1564, 1565, 1560, 1561, 1562, 1563 Reading From Left to Right 


MEN'S STYLES 
1564 
1565 
1560 





| | 1561 
1562 


1563 
Sizes 6 to 12 in D Widths 





" Styled by Lone Star 


“POT OF GOLD” 
PROFITS AT 
THE RETAIL 
ENDS OF THE 
SALES CURVE 
FOR ALL WHO 
CARRY THE 
LONE STAR 
BRAND 





TEXAS BEST 
“Wade tu “Texas” 


MEN’S — BOYS’ — CHILDREN’S 


COMPANION BOOTS JUST LIKE DAD'S 


* 
Dress leather Kip vamp and flexible Kid leg — takes high polish 


* 
Distinctive fancy leg stitching designed in contrasting silk thread 


* 


Shallow scallop top — fancy collar 


Sizes 8% to 3 in D Widths 














CHILDREN’S STYLES 


1264 
1265 
1260 
1261 
1262 
1263 


“TEXAS BEST POPULAR PRICED COWBOY BOOT” 





STYLE NO. 512 STYLE NO. 514 





Dress leather vamp and leg — takes high polish 
Distinctive colorful inlay pattern 

Top grade leather sole 

Popular 1 2” walking heel 

Double corded and stitched medallion toe design 


Deep scallop top 


+ + + + & & F 


Medium pointed toe 


Sizes 6 to 12 in D widths 





STYLE NO. 513 


MADE IN TEXAS... where fine boot making 


has been a tradition for over 100 years. 





* 


Ht OF 


> OE 









CHILDREN’S 
STYLE NO. 260 








* Sharp cowboy toe — 
Dogger heel 
* Winged tip overlay 
% Goodyear welt construction 
* Welted side seams 
* Drili vamp lining 
* Attractive inlay pattern 
* Steel shank with pegged arch 
Sizes 82 to 3 in B and D widths 
MEN’S 
STYLE NO. 560 
Sizes 6 to 12 in D widths 


STYLE NO. 550 — Soft S-M-O-O-T-H 


Glove leather vamp and leg 
Fully leather lined vamp and leg for greater foot comfort 
Top grade leather sole — waxed and burnished to a 
beautiful custom finish 
Steel shank with pegged arch for greater support 
Double corded and stitched medallion toe design 
12” legs with shallow scallop tops 
Silk stitched fancy leg design 
Medium pointed toe — dogger heel 

Sizes 6 to 12 in B and D widths — also 

Style 551 — Ginger Color — D only 


STYLE NO. 553 — Natural Rough-Out 


Natural color rough side out — grain retan 
leather vamp 

Long wearing natural retan legs 

Fully leather lined leg and vamp 

Narrow scallop top 

Round toe — dogger heel 

Fancy stitched leg design 

Stitched toe medallion design 

Leather counter 


Sizes 6 to 12 in D width 

























MS 


STYLE NO. 733 STYLE NO. 730 STYLE NO. 731 STYLE NO. 732 








SAGE BRUSH BOOTS 


* Grain dress leather uppers or reversed retan %* Medium toe on a Western boot last 




















| 
* Elastic side goring — easy on — easy off *% Dogger heel for solid comfort 
Ankle high protection with Western shoe appearance %* Steel shank, pegged vamp for greater foot support 


Sizes 6 to 12 in B and D widths 


STYLES 558 and 559 
Distinctive contrasting dress leather leg and vamp 
Colorful Kid leather inlay 
Fancy silk stitched design 
Double cord toe with stitched medallion 


Top grade leather sole, walking heel 








Steel shank and pegged arch for greater foot support 


+ + + + + & 


Leather lined leg and soft glove leather lined vamp 


Sizes 6 to 12 in B and D widths 





STYLES 230 and 232 
Outstanding Value 







* Dress leather vamp — leather leg * Lined leg for comfort 






% Reinforced leather side seams 
% Flexible stitchdown construction 






% Square cowboy toe — cowboy heel 






* Colorful inlays * Fancy stitched leg design 
Sizes 814 to 3 


Also available in infant's sizes 4 to 8. 
No. 131 available in all red. 4 to 8. 









TEXAS BEST “Wade cx Texas” 








TEXAS BEST 
“Wade tn Texas” 
















Style No.1210 Style No. 1213 Style No. 1211 Style No. 1212 













Authentically designed cowboy boots for children 
Sharp pointed toe, dogger heel 






Dress leather vamp and leg — takes high polish and long wear 






Smoothly lined leg for comfort 






+ + + + 


Welted side seams and pegged arch —a true hallmark of 
quality boots 









Style No. 1214 Style No. 1215 * Gay inlay patterns and stitched designs 
* Shallow scallop tops 
With Cowboy Heels * Goodyear welt construction — easy to resole 
Sizes 8% to 3 in B and D widths Sizes 8% to 3 in B and D widths — No. 1211 in D width only 







LONE STAR BOOTS 


are the only popular priced authen- 












tic western cowboy boots made in 





Texas by Texans, so... 


get in the saddle with Lone 
Star and ride the right range 
for more Coot volume 








Style No. 287 = Style No. 1288 Style No. 1289 
D Width B & D Width B & D Width 








* Dress leather leg and vamp 











* Smooth lined leg Send your order today to... 








* Square cowboy toe — cowboy heel 









%* Low broad dogger heel 
Colorful inlay and stitched design 


* 
%* Long wearing, laboratory tested soles 
* 


Goodyear welt construction — easy to resole BOOT CO 
e 


Sizes 812 to 3 
DALLAS, TEXAS 
YY 





Style 289 as 1289 except with Dogger heel 






Style 288 as 1288 except with Dogger heel 
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BUILT-IN 
FORWARD "ACTION" 


See us 
Allied Products Show 
Room 404 
N.Y. Trade Show Bidg. 


jpPLE 





Styled by 
E. E. Taylor 


Why cm) * Sole's 


exclusive action 
is making 
“walking” history 





In RIPPLE SOLE® shoes, resiliency BEGINS with rounded, 
tapered, flexible Vees which are scientifically aligned in an 
OFF-CENTER POSITION, INCLINING REARWARD. Thus, 
in RIPPLE SOLE® shoes, you get two actions .. . each 
contributing to an amazing FORWARD MOTION: 


(1) As you put your foot DOWN, the‘angled” Vees depress 
gently, THRUSTING THE FOOT FORWARD. 

(2) As you lift your foot UP, energy stored in the depressed Vees 
is released; this also PROPELS THE FOOT FORWARD! 


Tests at the U.S.C. Performance Physiology Laboratories prove 
this sensational action of RIPPLE SOLE®, ‘The Shoe that Walks 
for You”: 

e Absorbs walking shock; main cause of foot fatigue 

e Increases the stride several inches 

e Balances the weight heel to toe, not just ball and heel as in 

conventional shoes 
¢ Improves circulation by increasing toe action 


In addition, amazing RIPPLE SOLE® Shoes: 
© Provide excellent traction 
© Keep feet dry on wet surfaces 
e Require no breaking in 
© Feel cool, light even on hot floors 


Let this action-packed sole boost sales for you . . . as it has for 
hundreds of other manufacturers, retailers. Put RIPPLE SOLE® 
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shoes in your line... TODAY! 


Gz) Manufactured under license of the RIPPLE SOLE CORPORATION by 
*TM RIPPLE SOLE CORP. BEEBE RUBBER COMPANY NASHUA, NEW HAMPSHIRE 
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Lawrence 


_* é 
~ Seanad * ~*~ 
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KHHNA is tanned 


Keena by Lawrence is tanned twice to help you 
get more men’s shoe business. 

Keena is tanned first for sturdy wear and scuff- 
resistance, then again for mellowness and a lasting 
polished beauty. That’s why Keena by Lawrence 
wears and looks better — and that’s why it can 
build a better men’s shoe business for you. 

Other ‘‘tanned twice’ leathers are MELGO and 
FINA. A. C. Lawrence Leather Company, Peabody, 
Massachusetts. 
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twice 


rOnC?e_ 


KEENA 


«a..the better part of better shoes 
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PLAYN-TOE... 
CorecTred featuring 
long inside counter 
and Thomas heel in 
white elk. 


ROBY ... growing 
boys like the Cush- 
n-erepe sole. Parents 
like the way they 


SIZE-UP YOUR . wear! In brown. 
EDWARDS STOCK 


It’s time to check your stock 
of America’s most popular 
back-to-school shoes. Smart 
new styles, fast deliveries 
with national advertising to 
help you sell. Start today. 


STEPPER ... fash- 
ionable for first 
steps, in comfortable 
white elk. 


ALLURE ... petite 
pump with detach- 
able strap. Bow 
stitching on vamp. 
In black patent, blue 
or white. 


dwards 


THE SHOE FOR CHILDREN 


PHILADELPHIA 7. PA. 








Pigmillion Pigabin Report from GOLO OF DUNMORE 


BY SYLVIE HAMILTON, Director of Haus of Krause Fashion and Pr tion Depart t 





How big is Pigskin in fashion 
footwear today? Here is an “on-the- 
spot” report by Sylvie Hamilton in an 
interview with Golo of Dunmore, a 
high fashion manufacturer of ladies’ 
boots and shoes. In this first of a 
series of “round-the-industry” discus- 
sions, Mr. Hans Friedberg, Leather 
Buyer, and Mr. Burt Leslie, Produc- 
tion Technician, explain their pigskin 


experience: -. s 


Left . oe y ain’ 
oft to right in picture Ne. 1: Hans Fried LESLIE: ‘‘The textures and colors of Haus of Krause Pigskin have been 


berg, Burt Leslie. Francis De Andrea in ° 
" > most acceptable. As a result, we are planning to style more shoes in 
picture No. 4 is shop steward. this leather.” 





2 FRIEDBERG: “Because of the absence of slaughter cuts, it presents 3 LESLIE: “‘We have hurdied the problem of getting large cuts 
* better cutting surface resulting in better shoes.” * from small skins. Our pigskin boot was successful last season and 
we are now adding more styles in your Pigmillion Pigskin to 

our boot line." 





“NEW SHOE FOR YOU” 


For free monthly service 
of unique shoe designs, 
write today to Miss Sylvie 
Hamilton, Director, Fash- 
ion and Promotion 
Department, Haus of 
Krause, 47 West 34th St., 
New York 1, N. Y. 





HAUS of KRAUSE 


a tolod eiolao Pm silotalior- tal 


4 LESLIE: “By pointing our patterns toward the leather, we are 5 FRIEDBERG: ‘‘The amount of shoes we have made in this leather 
* able to work with the skins to advantage. The attractiveness of * has doubled in the last eight months. This points toward a most 
the finished shoes has encouraged us to do this.” pleasant prospect for next season.” 
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Fditorial Outlook 





Inflation Thriller 


N July lst the curtain rose on the second act in 

the drama of “Inflation.” A week before, the 

Bureau of Labor Statistics announced that the 
consumer price index for May had reached an all-time 
high of 119.6 per cent of the 1947-49 average. This 
was an increase of 0.3 per cent over April and 3.6 per 
cent over the index for May, a year ago. 

An in the cost of food contributed sub- 
stantially to the record price index. The food price 
index rose 0.7 per cent to 114.6 per cent and showed 
an increase of 3.2 per cent over May, 1956. Apparel, 
which includes shoes, showed no rise over April but it 
showed an increase of 1.6 per cent over May, 1956. 


increase 


This new index brought automatic wage increases of 
from one to four cents an hour to nearly a million or 
more workers whose union contracts contained cost of 
living escalator clauses. 


Steel Prices 


As the curtain rose, steel prices moved dramatically 
into the spotlight with an increase of $6 a ton. This 
increase, steel producers say, is the combined result of 
an increase of 17 cents in the hourly rate plus a four 
cent an hour cost of living adjustment. Both of these 
benefits accrue automatically to steel workers under the 
terms of the contract which settled the steel strike last 


June 30th. 


A third act is yet to come. Steel labor is in for another 
raise a year from now and will be reimbursed for any 
increase in its cost of living which may occur between 
now and then. If the present script is followed, pre- 
sumably there will be another increase in the price of 
steel at that time. The contract will run until June, 1959. 
What happens after that is anybody’s guess. 

The players in this inflation piece have a familiar ap- 
pearance. The speeches they are making have all been 
heard before. Labor charges that producers are exaggerat- 
ing the size and importance of the wage increase and 
that it does not justify the $6 a ton increase. Some steel 
spokesmen reply that the price rise is “fair and equitable,” 
others say that it is “grossly inadequate.” 

Robert Anderson, who later this summer will replace 
Treasury-Secretary Humphrey, quickly expressed an 
opinion with which millions of consumers and _busi- 
nessmen will agree. He said, “I wish the steel increase 
had not taken place.” He noted, too, that the increase 
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will probably be reflected in many consumer goods items. 
The day that the steel increase became effective, Secre- 
tary Humphrey told the Senate Finance Committee in 
unmistakable language that the steel price increase will 
have a widespread inflationary effect on the nation’s 
economy. 

At his press conference, the Wednesday before, Presi- 
dent Eisenhower remarked that the government alone 
cannot assure the soundness of the purchasing power of 
statesmanlike 


“ 


the dollar. And he repeated his plea for 
action” by business in holding mMmecreases in prices to 
those necessary for expansion needed by the country. 
And he called on labor to keep demands for wage in- 
creases in line with its increased productivity or to cor- 
rect demonstrable injustices. 


Time Running Out 


Time is running out and the tide of inflation runs high. 
The long-anticipated substantial reductions in Federal 
expenditures, which were expected to help so much in the 
battle against inflation, have gone by the boards. 

The Federal Reserve program controlling credit still 
remains an effective brake. But it is under severe fire as 
being deterrent to the “full expansion” of the economy. 
Manufacturers and retailers of soft goods are presently 
seeing some evidence of the effectiveness of the “tight 
money policy” in the present healthy condition of their 
inventories. Despite the pressures, fortunately, there is 
little likelihood that there will be any change in Federal 
Reserve policy. It and the President’s idealistic concept 
of “statesmanlike action” remain our best hope in the 
future battle against inflation. 

Then there is always the possibility that at some point 
the consumer will say “no” to ever-increasing prices. 
For the retailer, who already is hard pressed to maintain 
profit margins, this is a most disturbing consideration. 

Under the present circumstances and temper of the 
country, it would have been remarkable had steel held its 
price line. And it would have been equally remarkable 
had labor suddenly announced that it was foregoing its 
new benefits. 

Both are well aware that the government will not im- 
pose peace-time restraints on prices or wages. But the 
fact remains that eventually some recognition of mutual 
responsibility to the public must be developed by busi- 
ness and labor. Every spin the spiral makes brings that 
inevitable day of enlightenment much closer. 





Shanks and the Sales Manager... 


Sure, he’s responsible for moving 
shoes . . . that’s this Sales Manager’s 
job. But selling case lots isn’t the 
whole story either. He’s got to know 
his line. Know the top selling features 
on each type and style .. . selling 
points to hammer home to his sales- 
men... and that includes shanks. 


With United shanks he’s got a real 
selling story. They’re hand tailored to 
fit the model maker’s original last . . . 
perfectly fitted to preserve and pro- 
tect the comfort and style for the life 
of the shoe. 


United shanks are Vita-Tempered 
too, for maximum strength .. . cut 
down returns, build solid strength 
and character into the bottom lines of 
the shoe. 


Ask your United representative about 
Vita-Tempered steel shanks . . . they 
give you a real “‘sales closing’”’ story 
that makes the difference. 





VITA-TEMPERED STEEL SHANKS, 


UNITED SHOE MACHINERY CORPORATION e+ BOSTON, MASSACHUSETTS 
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FASHION 
SAYS: 


THE SOFT 


LOOK 
iS THE 
SMART LOOK 


LA 
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NOW. . Waterproof leather boots 
possible because of sealed construction 


and 


SYLFLEX 
leather 


SYLFLEX’-processed leather keeps out 
water yet lets in air, keeps feet comfort- 
able and dry. And SYLFLEXx contributes 
other important advantages. Prevents 


surface moisture from washing out the 
oils that keep the life in leather. Hence, 
leather with SYLFLEX stays soft and flexi- 
ble,won’t stiffen ,crack, shrink or discolor. 


Sylflex protection plus sealed seam construction—a watertight combination! 


Standout example: the waterproof boot 
produced by Endicott Johnson has 
uppers of SyLFLEX- processed leather, 
soles of crepe rubber, sealed seams to 
make it completely waterproof. Already 
it’s a terrific seller at $23, proving 
there’s a big market for this new kind 
of waterproof boot. 
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If you make or sell men’s sports shoes, 
work shoes, hunting boots or storm 
boots, SYLFLEX and sealed seam construc- 
tion can add important profits to your 
line. Look into it today. Dow Corning 
Corporation, Midland, Michigan. 
Canada: Dow Corning Silicones Ltd., 
Toronto. 


See these licensed tanners 
for SYLFLEX- processed 
leather tested and certified 
to meet Dow Corning 
performance standards 


Armour Leather Company 
Eagle-Ottawa Leather Company 
A. C. Lawrence Company 
Northwestern Leather Company 


DOW CORNING 


*T. M. Dow Corning 
Corporation 
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Nationally advertised sales makers for the 
ladies...tempting colors and styles... 


Nylon, wool, French angora, terry and leather...com 


A complete line to satisfy the whole family, to mak 


Write for the 1957 Styie Book. See your new sales aids: the free mats, 
the bright bill stuffers and the clever footform displays, 


RIPON KNITTING WORKS, RIPON, WIS. 
Branch Offices: New York, Chicago, Los Angeles, Detroit, Seattle, Dallas, 
In Canada: Forest City Knitting Co., London, Ontario 
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makes a Grand Entrance into Spring and 
Summer selling on AUGUST 6Gth & 7th at 
the Leather Show. WALDORF-ASTORIA. 
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Hard Money to Stay 


SV eItGirinciin Newsreel 


Freight Rates to 
Go Up Again 


Express Rates 


Up Too 


SBA a Continuing Need 





by George H. Baker 





Hard money, despite mounting criticism, is to stay a while. Robert B. 
Anderson, the incoming Secretary of the Treasury, is another apostle of 
high interest rates and generally tighter credit rules. 

Mr. Anderson, a successful Texas businessman, is Ike’s choice to 
succeed George M. Humphrey as Secretary of the Treasury in the near 
future. (Mr. Humphrey goes to National Steel Corp. to become chairman 
of the board.) 

The Eisenhower Administration’s united front against “cheap money” 
thus is to continue intact. It’s no accident, of course. Mr. Anderson was 
selected out of many candidates for the Humphrey job chiefly because 
his views on money matters closely parallel those of the President and 
Mr. Humphrey. 

Hard money has never been particularly popular among congressmen 
of either party. And the grumbling over the rising cost of interest has 
been mounting in recent months. Eventually, Congress believes, the 
Administration will have to modify its money policies, but for the time 
being there’s no let-up in sight. 

The Federal Reserve Board takes the position that inflation is a clear 
and present danger and that this is no time to let money get any cheaper 
by easing up on the credit rules. 

Outlook: There’s no sign that lending rates will ease for a long time 
barring, of course, an unforeseen depression. Anderson’s appointment 


means that the Humphrey money policies are to stay in effect indefinitely. 


Your freight bills are going to go up again in the next few months. The 
best guess is that you'll be paying about 10 per cent more in shipping 
charges. 

The Interstate Commerce Commission has wound up hearings on 
requests by most of the nation’s railroads for higher rates. 

Eastern railroads have asked for a 15 per cent hike; western lines a 
17 per cent boost, and southern lines a 10 per cent increase. These 
increases would be on top of hikes of five and seven per cent granted 
early this year. 

When the ICC approves a rate increase for the railroads, the truck 
companies are expected to seek similar increases. So no matter where 
you are located, or how you ship, you can expect to pay higher freight 


charges. 


Charges for nearly all items shipped by railway express in the East are 
up again. ICC permits the Railway Express Agency to advance its less- 
than-carload rates 11 per cent over and above the four per cent rise 
allowed last December. The Commission places exemptions on fresh fish 
and seafood, flowers, and watercress. REA had sought no higher rates 
for handling milk and cream, newspapers, or human remains. 


The Small Business Administration is well on its way to becoming a 
permanent federal agency. President Eisenhower and the Congress are 
agreed that there’s continuing need for the lending and advisory services 
that SBA provides for the nation’s smaller firms. Only question at issue 
now is how large the SBA should be allowed to grow, and how liberal it 
















Washington 


Military May Buy Less 


Management’s Turn Next 





Deductible Expenses 





Newsreel eee (continued ) 


may be in the terms of its loans. 

Chief point now at issue is whether the top limit on interest to be 
paid by SBA borrowers should be five per cent, six per cent or the 
prevailing rate in the locality where the loan is arranged. 

A five per cent rate undoubtedly would siphon much loan business 
away from banks and other non-government lending organizations. But 
the “soft-money” bloc in Congress argues that six per cent interest is too 
high, and the fixing of a five per cent ceiling by the SBA would have the 
effect of pulling down all bank interest rates to five per cent. 


A lower rate of military spending shapes up more and more as a definite 
probability, not just a possibility. A growing list of congressmen is 
demanding that the Army, Navy, and Air Force give up some of their 
frills and learn to get along on slightly fewer dollars. 

The trend is a direct reflection of the public’s caution this year in its 
spending habits. The temper of the times is economy. Certainly there is 
no depression in sight or even anything remotely resembling a recession. 
But people are tending to trim their spending plans this year, and they 
naturally believe their government should do likewise. As any home- 
building contractor will tell you, sales of new homes this year are at the 
slowest rate in years. General Motors now reluctantly predicts sales of 
new cars probably won’t total much over 5.8 million units this year— 
considerably down from early predictions of 6.8 and later 6.2 million 
units. Sales of furniture and household appliances are fair, but way 
under earlier hopes. 


Top management should prepare now for some rough treatment next 
year from the Senate committee looking into racketeering. 

This year, the committee is taking a sharp, close look at Dave Beck 
and other labor leaders who have been engaged in questionable activities. 

Next year, however, the committee will swing its spotlight on man- 
agement. And the committee will be just as rough—or rougher—on 
wrongdoing by management. You can count on it. Management officials 
who have been knowingly conniving with racketeers should stop smirking 
at Beck, because the committee will put them on the hot seat early in 
1958. 

Keep in mind the legal name of the committee: “Committee to inves- 
tigate improper activities on labor-management relations.” This year, 
it’s labor’s turn. Next year, management. 

Union officials find one bright spot in the fact that their turn at being 
investigated came first: This year is not an election year and therefore 
labor cannot take any defeats at the polls as a result of the wrongdoing 
that’s being exposed. But next year is an election year. As usual, the 
entire House of Representatives and one-third of the Senate will be at 
stake. Any wrongdoing at the management level that’s exposed next year 
could react adversely with the voters. 


There’s talk of writing some new federal tax rules to make clear which 


kinds of business expenses are deductible and which are not. 
[TURN TO PAGE 70, PLEASE] 


































































REPORT TO P. ‘arents 


for the first time !.. 


Comes now a genuine leather sole, 
designed to give LONGER WEAR, 
PERMANENT FLEXIBILITY, 
LIGHTER WEIGHT, 
WATER-RESISTANCE, 
NON-SKID/NON-SLIP WALKING 
and yet retain the NATURAL 
“BREATHING” and PUNCTURE 
PROTECTION that genuine leather 
alone can give! 


forthe first time !.. 


A new, exclusive process, developed K 

by this company with 150 years ~ 

of tanning experience, now makes it 

possible for you and your children to wear 

genuine leather soles with a combination of features 
found in no other soling material—features that 

will endure for the long life of the sole because they 
are permanently tanned-in to every single fibre 

of the leather! 


for the First time !.. 


You can buy a trade-marked leather 
sole—a nationally advertised, 
branded product that assures you 
of getting the same top-quality 


you buy shoes soled with 
“SUPERSOLE”! 


for the first time !.. 


A genuine leather sole carries the tanner’s own 
identifying trade-mark. Only ONE leather bears the 
“SUPERSOLE” insignia—the best! And now 
“SUPERSOLE” has been granted the 

Commendation Seal of Parents’ Magazine! 


SERVICE BUREAU 
° 


wat to know Mmore?.. PARENTS, 


40 ¢ 
Verrisen WY 
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for the first time !.. 


After nearly three years 
of actual wear by over 
a million typical customers 
in daily use on stock 
shoes produced by 
America’s leading shoe 
manufacturers, we are 
bringing the story of this 
revolutionary new sole direct 
to you so that you and 
your family can also enjoy all the advantages 
“SUPERSOLE” alone offers! 


forthe first time !.. 


Those desirable qualities long 

recognized by many leading 

foot-health authorities which result 

from the natural “breathing” 

made possible by genuine leather’s 

porosity, have been retained by 

“SUPERSOLF’s” exclusive tanning process while 
achieving maximum wear and lasting flexibility! 
No synthetic material can make this claim! 


st time !.. 


“SUPERSOLE” adds a PLUS to 
“the wonderful protection of 
all-leather shoes”—maximum 
protection and extra long wear. 
Ask for—look for—insist on 
“SUPERSOLE”! 


ist time !.. 


You can now purchase shoes soled with “SUPERSOLE” 

in such well-known children’s brands as “ACME 
Cowboy Boots”, “FLEET-AIR”, GERBERICH 
Boys’ Shoes, the “JACK and JILL” Shoe, 
“PLAY-POISE”, “Pro-tek-tiv” and ‘“Ruggies”. 
When you buy shoes, LOOK AT THE SOLES. 
The best soles are leather—and the best 
leather soles are trademarked “SUPERSOLE” ! 


ViRGINIA OAK TANNERY 


SALES CORPORATION 
27 Spruce Street — New York, N. Y. 


for The Story Behind ‘SuperSore “write 
today for our Qustrated free booklet. 





Uniform Quality 











oesn't just happen 


Fine quality leathers are everyone’s job at John R. Evans & Company. 
That’s why you can rely on uniformity of quality in all Evans Leathers, 
from lot to lot and grade for grade. 


Robert Devlin, foreman in charge 
of first tanning, sees that solutions 
are mixed strictly according to 
CH formula, and follows through on 
the sample check made by the 


. . so a ed F control laboratory technicians. 
First tanning, an important quality , 


control point on the way from raw- 
stock to leather. Here, in this reel, 
kid and goatskins become leather. 
Tanning solutions are carefully 
measured and checked before the 
skins begin their overnight soak- 
ing. In the morning, sample skins 
from each lot are checked in the 
control laboratory before the en- 
tire batch goes on to the striking- 
out machines for the next process. 


Popular Paradise Kittens prove 
that uniformity in style and qual- 
ity is a paying proposition. For uni- 
formity of quality in their basic 
material, Brauer Brothers rely on 
fashion-right Evans Leathers. 


John R. Evans & Company — The House of Uniform Quality Leathers 
Camden, New Jersey — 1857 Our Hundredth Anniversary 1957 





The right machinery, in good condition, 
is only one of the requirements for quality 
shoemaking. 

The adjustment of each machine, the op- 
erator’s handling of each shoe, the selection 
of materials and many more factors com- 
bine to produce the best in shoes. 

United has men who specialize in shoe- 


making. Others are skilled in patterns. 
There are also specialists in factory layouts 
and production control. They will bring you 
a new viewpoint and their recommenda- 
tions can be worth many times the charge. 

These men have improved. quality and 
lowered costs in other factories. Why not 
try them in yours? 


Ask your PM branch office for details on United’s shoe manufacturing services. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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this is the big new 


children’s style 
of the year 


and 


uSKiO, 
“Pups 


has it 
IN-STOCK 
LOCALLY 





RIGHT NOW 


It’s a quality shoe, with 
concealed “Talon Shu-Lok” 
fastener... featuring the finer fit, 
construction and leathers that 
distinguish the completely 

new Huskie Pups line for fall! 


#1960: Boys’ in Black or Brown leather; #1860: Girls’ in Black, Gray or White 
White or Sand Suede Suede; Red or Gray leather 
12% to 3; 3% to 6; B-C-D-E-EE 12% to 4, B-C-D; 4 to 10, N-M 


$6.99—$7.99 Retail Fair Traded 


For the name of your local distributor who has this style in stock, write: 


HUSSCO SHOE CO., $47 West 34th St., New York 1, N.Y. 
Factories: Honesdale, Pa. 
In Canada: Canada West Shoe Co., Winnipeg 
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Y "ANOTHER 


ONE,YET! 


. 
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‘l CANT BUY HEYDAYS-- SS: Doctor of 

| HAVE NOTHING IN MY / 7 —-— [ae SHOECIATRY 

STORE LIKE THEM ??? D, gy ————= 
“Y 4 





Stocked in Black Calf; Grey 
Ostrich; and Natural Ostrich Calf. 
The Shoe With Consumer Acceptance 


HMEYDAYS SHOES, INC. © 2032 LOCUST STREET © ST. LOUIS 3, MISSOURI 
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- or 
Voice of the | rade 





WHAT IS THE MOST IMPORTANT 
GOAL IN SELLING SHOES? Is it 
multiple pairs? Is it correct fitting? 
Is it style or price? Merchants have 
to decide for themselves what pattern 
they will follow. 

© ABRAM I. SACKS of Dantzic 


Shoes in Baltimore, Md., voiced his 
feelings on the subject when he said: 





“We feel that we have reached the 
ultimate in selling satisfaction when 
we have suited both the parent and 
the child in the fitting of a pair of 
shoes. 

“First of all, we consider the physical 
welfare of the child. Certainly, we 
want to sell as many pairs of shoes as 
we can but we feel that that will be 
the natural outcome if we conduct our 
business with first things first. Par- 
ents today are more intelligent and 
more aware of the importance of good 
fitting shoes. Appearance counts, to 
be sure, but health is foremost in 
their minds. Price was never less im- 
portant. What they seek is a good shoe 
for the given value. 

“As long as we can make everyone 
who comes into our store a satisfied 
steady customer, we are not concerned 
with whether or not she buys an extra 
pair of shoes, Our aim is to give these 
people what they want. We try hard 
to do this in the manner that is best 
acceptable to them. We treat them 
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like the understanding people they are. 
Without high pressure, without a jar- 
gon of meaningless words, we tell them 
exactly what the particular shoes will 
do for the small, growing feet. With 
such treatment, customers will go 
along with you. 

“Your faith in the way you sell your 
shoes will give your customers con- 
fidence in you and it will all translate 
itself into mutual satisfactions and 


profits.” 
* * «* 


Retailers who are off the main beat or 
street have different problems to con- 
tend with as far as attracting custom- 
ers is concerned. MAURICE NOR- 
WOOD of J. A. Norwood Shoes in 
Philadelphia, Pa., has that kind of 
operation and he feels: 

“There is nothing that takes the place 
of brand names in the minds of cus- 
tomers. Difference brand names rep- 
resent different things to different 
people. It all depends on what they 
want to wear in shoes and what type 
of shoes you want to sell. 

“When customers come into our store 
for the first time, I assume it is be- 
cause they have heard about our par- 
ticular operation and of the brands 
and shoes we carry. We do believe. 
however, that a qualified, competent, 
efficient fitting service is vitally im- 
portant too. 

“Our fitting service has been perfected 
and is important enough to attract 
customers into our store even without 
a brand name shoe to back it up. But 
we have been in business for many 
years and know that customers don’t 
come into a store just to try out our 
fitting service. They want shoes and 
they want service and, most of all. 
they have a specific name in mind.” 
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“EVERY CUSTOMER COMES into 
your store with something on her 
mind, Therefore she should go out 
with something in her hand.” There 
it is, the simple thesis that Elaine T. 
Norwood, consultant in fashion, sales 
and promotion for United States Shoe 
Corporation of Cincinnati, Ohio, states 
in her talks before various groups of 
retailers and their sales personnel. She 
contends that: “Millions of dollars are 
spent every year to send customers 
into your store with a desire to buy 
and it is up to you to fulfill that 
desire. 

“Remember that turnover, upon which 
business depends for its very life, 
stops at the fitting stool. It is the 
people at the point of sale who should 
carry the ball and their approach and 
handling of the customers is of para- 
mount importance. 





“We don’t make money on. what we 
own but on what we sell. By that 
same token, the most complete stock in 
the world will not help to sell the 
greatest number of shoes; nor will just 
knowing how to sell do it. Rather, it 
is the application of all these factors 
that will add up to profits for you and 


, . 9 
your store, 
* * * 


“1 THINK EVERY SHOE merchant 
could profit by taking stock of him- 
self, in much the same way that he 
keeps a close check on his inventory. 
While he looks over his charts and 
figures, he wonders why some styles 
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sold better than others and why some 
numbers that he thought were good 
didn’t sell at all. By that time, how- 
ever, the die has been cast and the 
results show up either in black or 
red.” 

That’s how MANUEL CHARTOFF of 
Manny’s Bootery in Albany, New 
York, sees the picture. He says: 
“However, an inventory of oneself 
might change the whole vista of in- 
ventories for the future. After thirty- 
five years in the retail shoe business. 
I realize that experience alone is not 
enough. Some will argue that experi- 
ence is the best teacher. That’s just an 
old quote. You can learn nothing from 
experience if you don’t have other 
yardsticks to measure by. You could 
be doing the same wrong things every 
time and your experience would be 
growing . .. but up the wrong alley. 
“] have learned there is a right way 
to do every phase of the retail shoe 
business. It is not enough to just sell 
shoes. The greatest satisfaction comes 


when both the customer and the sales- 
man are honestly pleased with the 
completed sale. 
“Continuous reading of trade maga- 
zines and new books in the field is a 
wonderful source of useful informa- 
tion. To really get ideas it is necessary 
to read the pages instead of merely 
glancing over them. Mingling with 
other shoe merchants and shoe sales- 
men and discussing pertinent prob- 
lems will kindle a new spark. I have 
done all this with a great deal of 
resulting satisfaction.” 
* * * 
Just call attention to the room at 
the joint 
When selling those shoes that 
come to a point! 


Profile... 


By ESTELLE G. ANDERSON 





NDOUBTEDLY, it is as true of other industries as it is of shoes . . 
complaints, headaches, problems . 
follows another in carrying on the traditions of the craft. 


. . but with it all, one generation 


Just so, with Ralph Stollmack, president of the Carlisle Shoe Company. He 
was weaned on shoe talk. His father, M. M. Stollmack, was one of 
I. Miller’s top executives. 


® Ralph’s career in the shoe business dates back to his high school summer 
vacations, which he spent—first at the Diamond Shoe Company, licking 
envelopes; and subsequently, at the Carlisle Shoe Company. The summer 
of 1937, when he graduated from high school, he went to work in earnest. 
By 1938, he enrolled at the University of North Carolina, at Chapel Hill, 
and received his B.C.S. degree in 1942. During those four years, however, 
he continued to keep his eye on the shoe business, his pencil on the order 
pad and his hand outstretched in friendly contact with customers. His 
major in languages was still “shoe talk.” 


In 1942, he enlisted in the United States Army and was assigned to the 
Quartermaster Corps. A few months later, and as a buck private in a combat 
outfit, he was shipped overseas. In Europe, he was G-2 liaison man in Graves 
Registration and by 1943 was a first sergeant. His tour of duty with the 
First Army and with Patton’s Seventh included Africa, Italy, France, Ger- 
many and England. One of his most awesome experiences was stepping out 
in front of a formation of 5000 men to receive a medal and citation. 


By 1945, he was back with Carlisle—in New York first and then the Penn- 
sylvania factories in Carlisle, Harrisburg and Hanover, where he learned 
about production along with writing up orders, keeping sales records, travel- 
ing, selling and working with the sales managers. Then he handled some 
of Carlisle’s larger accounts. About 7 years ago, when George Miller died 


and M. M. Stollmack moved up to become the then head of I. Miller & Sons, 
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Boot and Shoe Recorder 





Peaked ‘Toe Oxtord 


A new development in men’s shoe styling that will bear close 
watching is this very promotional u-wing tip. Made over a long 
thin last that rises to a striking peaked toe, this shoe exhibits a 
strong western boot influence. A refreshing touch is the in- 
genious use of the pinked and perfed overlay on the lacestay and 
top line. Current emphasis on pointed toes will help boost accep- 
tance of this style in most areas of the country. 


Ten gallon hat by Adam Hat. Country shirt by Van Heusen. 


For further information write Boot AND SHOE REcorDER. 

















Fashion 


NESS is very much to the fore in accessories 
as well as in shoes and clothes. Bags, for instance, 
are softer, more rounded and a little fuller, al- 

though still slim. Many of them are deep—but not too 
deep. Others are spacious horizontally rather than ver- 
tically. And dressy bags are smaller. By and large, 
the top handle is still the top seller but there are also 
envelopes. The pouch, in several versions; the box, also 
varied and the accordion type are all being made for fall. 
In the very practical travel, casual and campus types, 
you will find extremely roomy bags, almost large enough, 
some of them, to serve as a piece of luggage. For- 
tunately, they are light in weight, as light as a careful 
selection of leathers and other materials can make them. 
A practical feature of these bags is the addition of out- 
side pockets or change purses. This latter feature is 
[TURN TO PAGE 72, PLEASE] 





Silk tweed suit with double-breasted jacket, red 
striping on charcoal, smart style trends from the 
Pattullo-Jo Copeland Spring 1957 Collection. 
Handbag by Koret. Photograph courtesy Couture 
Group of the New York Dress Institute. 


Black suede, newly style-featured, shown here in 
a Henry Green handbag and two shoes — the 
tapered toe sling-back from Herbert Levine and 
tapered toe pump from Palter DeLiso. Grosgrain 
trim on bag coordinates with same trimming on 
sling-back. Black satin highlights the black suede. 














Mates for Fall... 


Hosiery and handbags—the shoe store’s favorite accessories—have important style 


news for fall. In hosiery, the news is in colors, and style-minded hosiery manu- 


facturers have done a fine job in giving warmth to their neutral beiges and darker 


tones and introducing a variety of other colors to go with shoes by day and gowns 


by night. Finely textured leathers are the biggest news in handbags. 
by ELEANOR M. RUTTY 


Softly tailored town pump in subtly Palizzio. Matching handbag from 
textured leather, medium brown Capri. Two-tone, light and deeper 
shade, on tapered Scala last, from brown, belt from Annette Belts. 








The Scottsdale store has a 90 foot front and is one 
of the largest footwear shops in the entire state of 


New Idea 


This wigwam jeep is typical of Jen- 
kins’ promotions. Princess Picking 
Water is a full blooded Indian. 


ECAUSE he brought a group of 
fresh new ideas into casual 
footwear merchandising, Lee 

Jenkins, owner of The Wigwam, in 
Phoenix, Arizona, expects a $700,000 
volume during 1957—after only six 
years in the retail shoe field. 

Jenkins began operations with a 
tiny “trading post” store in Flagstaff, 
\rizona, in 1950, moving into the 
desert state from Oregon. His experi- 
ence with casual footwear, up to that 
time, was limited entirely to occasion- 
ally helping his wife to make her own 
selections. Now, after only six years, 
Jenkins operates two stores, in 
Phoenix and Scottsdale, Arizona, the 
latter with a 90-foot front, one of the 
largest footwear shops in the entire 
state. The two Wigwam stores, until 
recently specializing entirely in casual 
footwear, are averaging a gross vol- 


Arizona. Until recently, Jenkins’ two stores spe- 
cialized exclusively in casual footwear. 


in Casual 


by GENE CREIGHTON 


ume of $200,000 per year. The Wig- 
wam Products, Inc., Jenkins’ whole- 
sale division, created in 1952, is gross- 
ing upwards of half a million dollars 
per year. Currently, in his two di- 
visions, Jenkins has 20 employes and 
contracts with some two dozen spe- 
cialty small-scale shoe manufacturing 
shops throughout the United States. 
He services a mail order business 
which includes customers from every 
state in the union and has patented 
rumerous display fixtures and mer- 
chandising “gimmicks” which have 
helped to build his amazing turnover. 

His outstanding sales volume is 
compounded of many things, first of 
all a 40,000-pair casual shoe inventory 
which incorporates hundreds of casual 
styles developed by either Jenkins or 
his wife and made up exclusively for 


The Wigwam. 





In moving to Phoenix from Flag- 
staff in 1950, Jenkins set out on a 
concentrated campaign to make his 
store “stand out.” In a small shop ad- 
jacent to the city’s best-known jewelry 
store, he concentrated entirely on cas- 
uals in the $3.25 to $32.95 price cate- 
gories, putting the emphasis on bold, 
bright new styling calculated to attract 
the attention of the 200,000 or more 
tourists who visit the “Valley of the 
Sun” each winter. It was here that he 
developed a window display policy 
which has endured ever since. This 
consisted of covering the window 
floors with ground up adobe mud, 
much used in utility construction 
throughout Arizona. The resulting 
window floor is a “little bit of the 
desert” perked up with the insertion of 
cactus plants here and here, and pro- 
viding a neutral-colored surface which 
contrasts with bright casual footwear 
colors for maximum effect. Now, with 
a 90-foot frontage in exclusive Scotts- 


which allowed plenty of space to dis- 
play upwards of 500 samples of cas- 
ual footwear. 

It was here that Jenkins inventive- 
ness, both in the matter of casual shoe 
styling and in the development of mer- 
chandising “props,” hit its stride. 
First, rather than depend entirely upon 
suppliers’ whims where styling was 
concerned, Jenkins began working up 
his own designs, advertising for small- 
scale manufacturers to produce them. 
He developed more than 100 casual 
styles during the first year of business. 
Sales at Scottsdale skyrocketed. with 
the “Jenkins-created 
plugging the turnover. He found that 


model” spark- 


it was the huge choice which the store 
was offering which was causing the 
most word-of-mouth and 
consequently he resolved to build a 
slogan on that basis. This was “the 
largest selection of moccasins in all 
the world,” converted later to the 
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discussion 


One of Jenkins’ unique display devices. 
This “ferris wheel” dramatizes casuals 
to customers anywhere in the store. 


Merchandising.... 


In six years, Lee Jenkins has built up a $700,000 business in casuals. New 


ideas and a 40,000 pair inventory are back of this outstanding volume. 


dale, Jenkins has continued the same 
policy and the “adobe windows” have 
become as much a trademark as his 
colorfully bedecked miniature wig- 
wams scattered through the stores. 
Sales success came swiftly in the 
downtown location, with the result 
that within one year Jenkins resolved 
to capitalize on the powerful tourist 
attraction which Scottsdale, “the most 
Western town in the U. S.,” repre- 
sented. His original store with a 30- 
foot front, was in keeping, with walls 
of knotty pine and an exterior resem- 
bling the false fronts of pioneer mer- 
cantile stores, a covered boardwalk, 
etc. Best of all, there was a continu- 
ous window floor 30 feet in length, 


Lee Jenkins, left, talks over a new design 
with a local cobbler, who will make up 
a sample shoe for him. 

















The exterior of the women’s store. This 
store has a frontage of 25 feet and is 110 lon 
feet deep. 


This unusual room on the opposite side of the promenade is 100 feet 
and only 24 feet deep. The photograph shows the open glass 
shelves and bench displays. The room shown is the men’s department. 


The children’s department is at the other end. 


Unusual Store 
Has Separate Departments 


HE new William Hahn & Company store at Seven 
Corners Shopping Center, Falls Church, Virginia, 
consists of two separate rooms on opposite sides 
of the promenade of the shopping center. One room, that 
used for the men’s and children’s departments, is 100 feet 
long by only 24 feet deep. The other room on the op- 
posite side of the corridor, has a frontage of 25 feet and 
is 110 feet deep. This room houses the women’s store. 
The women’s department is wood panelled in a straight 
grain oak worked to a medium shade of brown. The 
chairs are upholstered in a rough surface fabric of a 
lively shade of blue with a tint of green. The floor is 
black and white terrazzo except in the fitting area, where 
gray carpeting is used, 


The narrow men’s children’s area across the 


and 





promenade has a glass front from floor to ceiling. This 
front extends the entire length of the store except for the 
middle, where there is an enclosed window with a granite 
bulkhead and a matching granite background. 

The men’s section is panelled in reddish toned gum- 
wood. Chair upholstery is a beige plastic. The carpeting 
is also beige. 

The children’s department is done in pastel colors with 


Right: the women’s store is completely panelled from floor 
to ceiling. There are large mirrors on the right and slot 
displays on the left. Forward right is the hosiery department 
and left, not shown, is the slipper and casuals display. 


Below: The men’s section, with another view of the hosiery 
and wrapping department. Panelling in the men’s section is 
reddish toned gumwood. 

















The children’s room, looking toward the men’s depart- the store is between the two departments. The panelled 
ment, The hosiery and wrapping section for this part of nursery scenes are a feature of this children’s section. 


The new William Hahn store is made up of two separate rooms on oppo- 


site sides of a promenade. One room is 100 feet long by only 24 feet deep. 


Hammered brass lighting fixtures imported from Fin- 


panelled nursery scenes on the wall. Separating the men’s 
land are used throughout the store. Spot lighting worked 


and children’s departments is a hosiery and wrapping 
department, which is in the area back of the enclosed flush into the plastered ceiling makes use of lenses over 


window. [TURN TO PAGE 75, PLEASE | 


Opening Tomorrow... 


HAHN'S 10% SHOE STORE FEATURING Personalized Service 


<=> HAHN'S "7 CORNERS 


A COMPLETE SHOE CENTER INCORPORATING TWO SHOPS 


Dramatic full page newspaper ads an- 
nounced the opening. Direct mail and 
radio were also used. 











‘Trade Trends 





Shoe and leather manufacturing industry makes 
a fair showing on percentage of its sales spent on 
advertising. Based on corporation income tax 
report figures issued by Internal Revenue Service 
for 1954 (latest figures available), “leather and 
leather products” industry spent 1.2 cents of 
every sales dollar on advertising. This compares 
with 7/10ths of one cent averaged in 1947, and 
9/10ths of one cent in 1951. It can be estimated 
that for 1957, the shoe and leather manufactur- 
ing industry will average about 1.4 cents of each 
sales dollar going for advertising. As with most 
industries, there has been steady rise in per- 
centage of outlay for advertising over past 
decade. 


Average for all 22 manufacturing industry 
groups combined in 1954 shows 1.27 cents of 
sales spent on advertising. Thus shoe and leather 
industry, with 1.20 cents, was fairly close to 
over-all average... though was 9th on the list. 
Big advertising spenders are food industry (4.30 
cents); tobacco (4 cents); and chemicals (3.19 
cents). Over past 10 years, corporations have in- 
creased their percentage of sales going to adver- 


tising by approximately 30 per cent. Retail trade 
advertising averaged 1.52 cents of each sales 
dollar, as against 1.27 for manufacturing aver- 
age. 


o0o°0o 


In a listing of the 500 largest industrial corpora- 
tions in the U. S. for 1956, how does the shoe in- 
dustry rate? Shoe industry “placed” only five 
companies in the top 500 based on sales volume: 
International Shoe, Brown Shoe, General Shoe, 
Endicott Johnson, and United Shoe Machinery 
Corp., in that order. With the exception of Brown 
Shoe (due to its merger with G. R. Kinney last 
year), all these shoe companies fell back in their 
size position in 1956 as compared with 1955. In- 
ternational fell from 133rd spot in 1955, to 149th 
in 1956. Brown Shoe moved up from 216th to 
184th; General slipped from 200th to 202nd; 
Iendicott Johnson went from 245th to 257th. 
United Shoe Machinery was 338th. 


How big are these top five shoe industry firms? 
Here are the 1956 figures for Internatinal Shoe: 
$267 millions in sales; $11.9 millions net profit; 
per cent of profit on sales, 4.4 per cent; stock- 
holders, 14,608; employees, 36,000. For Brown 
Shoe Co.: $219 millions in sales ; $8.5 millions net 
profit; per cent of profit on sales, 3.9 per cent; 
stockholders, 5,500; emploves, 21,000. For Gen- 
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eral Shoe Corp. ; $195 millions in sales; $5.9 mil- 
lions net profit; per cent of profit on sales, 3 per 
cent; stockholders, 8,192; employes, 16,348. 


Endicott Johnson showed $151 millions in sales, 
and $2.8 millions net profit; per cent of profit on 
sales was 1.8 per cent; stockholders, 11,278; em- 
ployes, 18,500. United Shoe Machinery Corp.: 
$104 millions in sales, and $18.9 millions in net 
profit; per cent of profit on sales, 18.1 per cent; 
stockholders, 23,700; employes, 8,346. Of the 50 
leading retail or merchandising firms, only one— 
Melville Shoe Corp.—was a shoe firm. Melville 
was 49th in size, with sales of $126 millions, net 
profit of $6.1 millions; stockholders, 20,209; em- 
ployes, 8,473. However, more than half of the 
leading 50 retail firms buy and sell shoes. 


Analysis reveals some very interesting things to 
indicate you can’t tell a book by its sales cover. 
For example, shoe manufacturing firms aren’t 
good profit-makers compared with many other 
industries. International Shoe rated 149th in 
sales, but 185th in net profits, and 305th in per 
cent of profit on sales. Brown’s figures showed 
184th in sales, 240th in net profit, and 340th in 
profit on sales. General was 202nd in sales, but 
312th in net profits and 394th in profits on sales. 
Endicott Johnson was 257th in sales, but 432nd 
in profits, and 445th in profits on sales. In the 
retail group, Melville did much better: 49th in 
sales, out of 50 positions, but 30th in net profits. 
Big surprise is United Shoe Machinery Corp: 
838th in sales. but 118th in net profits, and 11th 
in profits on sales. This high profits showing, 
however, was unusual, due to the many outright 
machinery sales made in 1956 by USMC. 


000 


The markon situation is a gathering storm in 
shoe business. The cry of “We need more mark- 
on” is spreading rapidly. But despite all the hue 
and cry, few retailers are actually raising their 
percentage of markon. It’s the same old story: 
though the majority bewails the need for higher 
markon, it’s a question of who’s going to bell the 
cat. Competitive forces move in to stem any real 
tide of higher markons. Meanwhile, retailers 
continue to wince with the tightening vise of 
mounting costs and stationary markons. 


Truth is, two opposing schools of thought are 
forming in regard to markons. First school (by 
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Teenagers and college girls are urged to be their own salesmen. They can examine the 
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Se 





shoes on display and their suggestions are kept in mind when orders are being made up. 


Self-Selection 


Shoe Merchandising 


“Shoppers today like to see the merchandise and handle it,” says 
I. Goldman of Burlington, N.C. A sample of every style of shoe 


is on display somewhere in the store. 


attached to our store’s operation,” says 
I. Goldman, owner and manager of 
Goldman’s Shoe Store in Burlington, N. C. The store 
was recently moved to new quarters that increased its 
floor space to three times that of the former location. 

“Our main idea is to provide self-selection in shoe 
merchandising and sales as much as is possible in a 
shoe store,” Mr. Goldman explains. “We encourage 
the customer to shop around for herself and to be- 
come familiar with the merchandise on display before 
she sits down to be fitted.” 

Even if a salesman is not busy when a customer 
walks into the store, he does not rush up and offer his 
services. The customer is greeted politely and allowed 
to walk around the store and examine the shoes on 
display. When she approaches the salesman, he goes 
to work. 


66 ‘Co BUYING’ is the theme we have 


“Shoppers today like to see the merchandise and 
they like to handle it,’ Mr. Goldman says. “We feel 
that too many stores do not have adequate display 
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space, and this was one of the problems we wanted to 
We feel that 


good displays can actually sell more shoes than a good 


solve when we planned our present store. 


salesman.” 
A sample of every style shoe that Goldman’s has is 
on display at some spot in the store. The front win- 
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The interior is planned for efficiency in selling and 
shelving. Shoes are easy to get and can be presented 
easily to the customer. 











Quick Service 


Not Our Motto 


Leonard Yaffe, owner of the Chil- 
dren’s Shoe Corral, checks an actual 
measurement with length gauge. Much 
of their business is in corrections. 


ee 


LICK service here is not 
our motto—come in only 
when you have plenty of 

time,” is what the sign proclaims in 

the Children’s Shoe Corral in Reseda. 

It then goes on to explain that perfect 

fitting of little feet can’t be done in a 

hurry and that if you want the best 
in service and comfort for a growing 
child, you mustn’t ask the floor people 
to rush. 

So well has this concentration 
good fit paid off for Leonard Yaffe 
and his pretty, red-headed wife that 


on 


after only two and a half years in 


by 


NORMAN PHILLIPS 


their Van Nuys location, it was pos- 
sible to expand by opening at a new 
Reseda. A third 


location is now being bargained for 
Shoe Corral 


address in near-by 


and another Children’s 
may soon be a reality. 
The Yaffes have found that by cater- 
ing to a parent’s natural concern for 
his child’s well-being, they have been 
and 
similar They 
declare that they have felt absolutely 
effect from 
their clientele seems far 
fit and 


able to ignore discount houses 


hurry-up emporiums. 
no such establishments: 
that 


concerned with 


more 


good good 


Above left: Mrs. Leonard Yaffe 
straightens a pile of socks in the 
new Children’s Shoe Corral in 
Reseda. Sock sales are an impor- 
tant part of their gross. 


Left: little seven - year - old 
Philip Walters is checked for 
comfort on the fitting platform by 
head salesman Edward Himmel- 
wright while mother looks on. 


Right: all San Fernando Valley 
knows the familiar boy with the 
moving lasso and the gun that 
puffs smoke. It has become a 
trademark of good fitting. 





Gay red, white and blue stripes on front 
remind customers of “Little Yankee” brand 


which the store features. 





Plenty of toys and games keep the young- 
sters in the family busy while a sale is being 


made to their parents. 


Perfect fitting of children’s feet cannot be done in a hurry but 


it built the Children’s Shoe Corral into a 


quality than with price. 

Yaffe’s background fits him par- 
ticularly well for this phase of the 
industry. About 40, with a pleasant 
smile and curly blonde hair just be- 
ginning to show some gray, in spite 
of his youth he has nevertheless had 
over 25 years experience in the shoe 


business, About 15 years ago he be- 
gan to specialize in the children’s 
field. He studied exhaustively on the 
subject of orthopedic fitting, and cor- 
rective work now forms a large part 
of the business. Corrections are made 
upon a doctor’s prescription only, 
however, and the store’s reliability has 
caused many physicians in the area 
to recommend it. 

The Yaffes believe in name-brand 
merchandise. They feature Little 
Yankee and say that this brand repre- 
sents about 90 per cent of their saleés, 
perhaps more. They stock full size- 
ups for the hard-to-fits; carry both 
ends of the size line. They stock ex- 
tremes, however, in basics only, buy- 
ing high-fashion shoes only in the 
most-wanted sizes. They also are very 
conservative in such purchases, carry- 
ing most of their inventory in perma- 
nents and staying open-to-buy in fad 
shoes, as needed. 

Good service and credit are two 
basic policies. Especially on correc- 
tives, the Corral will service shoes, 
re-glue corrective pads or make any 


successful business. 


other changes as needed, short of a 
cobbling job, for the life of the shoe. 
As for the charge account, it is impor- 
tant in neighborhood stores such as 
these locations. 

at the Reseda lo- 
cation is Edward Himmelwright, who 


Chief floor man 


has been fitting shoes for 42 years 
Mrs. Yaffe runs the Reseda location, 
while Leonard handles the Van Nuys 
store. 

Most of the equipment and decora- 
tion in the new Reseda store was done 
A knotty pine 
horse corral fence runs along one wall, 


by Yaffe personally. 


while a solid head-height partition 
runs the length of the other wall, con- 
No 


merchandise is kept on display, other 


cealing stock shelves from view. 


than that used in several wall display 
The 


cowboy motif is strong, with brand- 


racks and in the front windows. 


ing-corral murals on the walls and 
horse merry-go-rounds on the floor. 
An important feature is the fitting 
platform. It permits the child to walk 
in the shoes, yet raises him up to a 
[TURN TO PAGE 69, PLEASE | 








N OW a our new low price $14.75 


New additions to our growing 


IN STOCK department 


FOR IMMEDIATE DELIVERY 


Model 501 


GUANTONE 


With Leather Sole 
Black Panama - 
Black Calf Trim 

















Model 426 


GUANTONE 


With Leather Sole 

in Panama Black 

in Panama Brown (#135) 
in Panama Tan (#517) 











Model 428 


GUANTONE 


With Gum 

Rubber Sole 

in Olive Camoscio - 
Black Trim 

and Tan Camoscio - 
Tan Trim 





Send for Complete In-Stock Catalog 
Our full line is on display at all times 


- 
Ca lif CE for o ——. hoa On rooms 
‘ae acces ‘ 
IMPORTS 
234 POST AVE., WESTBURY, L.I., N.Y. - EDGEWOOD 4-3228 
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Summer Clearances 
Featured in Boston 


WHITE was still the best selling color 
in Boston’s shoe stores and departments 
as July opened. Casuals were the best 
selling type. Summer clearances, most 
of them at least, were in full swing, 
several days ahead of the usual sched- 
ule. 

Many retailers were trying to find 
reasons for the slump in buying ex- 
perienced during the latter part of 
June, particularly in dress shoes. Some 
subscribed to the theory, reported in 
BOOT AND SHOE RECORDER, issue of July 
1, that women had been tempted to 
overbuy during the warm days which 
preceded Easter. Others believed that 
too little style variety in summer shoes 
was the answer. There was no incen- 
tive, they argued, for women to buy 
extra pairs. Sales of dresses, it was 
pointed out, had been excellent. Hence 
the reason for the unexpected fall-off 
in shoes could not be attributed to a de- 
crease in purchasing power. 

At the store of Joseph Antell, Inc., 
Newbury Street, it was reported that 
while dress shoe sales were off, sales of 
casuals had been good, the net result 
being an over-all slight increase. It was 
the opinion here that the decrease in 
the sale of dress shoes might have been 
caused by the substitution of the little 
heel types in dressy casuals. 

White was also reported as the best 
color in the E. W. Burt & Co. store on 
West Street. Most of the white shoes 
sold, it was said, were casual types— 
wedgies, flats and opened-up patterns. 
This store does not have a summer sale. 

Another downtown store, the Edwin 
Case Shoe Company, on Winter Street, 
also found white to be in the lead and 
had little but broken sizes to offer in its 
annual sale other than styles in the 
beige family. While June figures were 
not available, it was said that the 
spring and early summer season to 
date had been ahead of last year in 
sales volume. This increase was esti- 
mated at about 10 per cent. 

The shoe department in the Franklin 
Simon & Company store in the Chest- 
nut Hill shopping center was having 
its biggest volume in all-over white 
shoes. Sales of spectators, it was said, 
were spotty. There had also been a sur- 
prising demand for patent well into the 
third week in June. Business had 


“slowed up.” 
i ee 


New York Clearances 
Follow Slow June Sales 


NEw YorRK shoe merchants report 
that their business for the first five 
months of 1957 was quite satisfactory. 
It slowed down somewhat in June. 


Now it is July, and this month gen- 
erally resolved itself into a “clean-up” 
operation. It is not a very exhilarating 
month, since sales are the order of the 
day. But merchants feel that the pri- 
vate and public sales help to clean out 
the broken sizes, the slow movers. 
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Everything from dress-up pumps 
and sandals to ties and walking shoes 
are on sale, in a variety of colors, ma- 
terials and heel heights. For the time 
being, some of the items that are not 
“sale-d” are the high fashion shoes in 
the salons and some of the straw cas- 
uals in the moderate price brackets. 

The men’s shoe business, as well as 
the children’s, has been steady but, in 
most instances has proved somewhat 
disappointing. 

However, by the end of July, the ma- 
jority of the stores will have their in- 
ventory in good shape and will be ready 
to receive the first dark, transition 
shoes that are on order and scheduled 
for initial store promotions during the 
early part of August. 

In general, shoe retailers in 
York have high expectations about 
business for the coming season. They 
are aiming for an “open to buy” posi- 
tion so that they can take advantage 
of the new style developments as they 
appear. 

Figures, in the aggregate are still 
favorable although the increases are 
not as good as anticipated. Some of 
the merchants had figured on at least 
three to five per cent ahead of the same 
period last year and now have to settle 
for two to three per cent, or even less. 


JAY THORPE 


New 





Summer Fashion Debyt 
SOMMERS Debs 


“Punched Pigskin Magic’’ 1495 


that same young “Alligator Magic” you love s0 well 

for its rare flexibility... presented in the luxury-shoe 
leather, punched pigskin. Wonderfully exciting in 

white to wear with your casual cottons. AAAAA to C; 
up to size 11. White with Black patent, White with 
Nevy calf, White with Tan calf, solid White, 


Jay Thorpe Second Floor 
A suggestion for summer sales magic— 
punched pigskin in white with black, 


navy, tan or solid white. Jay Thorpe, 
New York {3 cols.) 
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St. Louis Sales Slow 
In Early Dog Days 


THE pace of retail selling showed 
little vitality during the past two weeks. 
The verdict was “slow to fair” in all 
types of stores and departments. 

However, men’s sales turned up 
sharply the third week in June, and 
that month’s totals are expected to 
equal or better last year’s figures as 
the result of this late month pick up. 
Widespread advertising of men’s pairs 
played up the “vacation for your feet” 
theme heavily. 

Women’s dressy footwear lagged in 
volume. June totals will be under June 
of last year. Special price reductions, 
Jubilee sales and the like have been fea- 
tured in most stores, with “more women 
looking than buying,” as one manager 
described the traffic. Women’s casuals 
and patio types are moving satisfacto- 
rily at 15 and 20 per cent off. 

Best selling promotional item for 
women is the lustrous look, black tran- 
sitional pumps of rich-looking silks, 
tapestry-type fabrics, and embossed 
suedes. Toes on these early fall pumps 
are sharply pointed. Customer com- 
ments are enthusiastic. 

Best selling semi-basic items for 
women and misses are these: low-wedge 
white nylon mesh slings with open toes; 
straw-colored walking pumps on sturdy 
14/8 heels, rounded or slightly tapered 
toes; tapered toe closed pumps of white 
calfskin, 17/8 thin heel, hatband bow 
ornamented; and white calfskin mule- 
backs on high wedges. 

Stunning for pumps in two patterns 
are promotional at Scruggs, Vander- 
voort, Barney. One closed fur shoe re- 
sembles black and white zebra mark- 
ings. Spiked black satin heels set off 
the opulent effect. The other fur shoe 
features a fur heel, to match the leop- 
ard spotted vamp and quarter. 

Golf shoes for men and women have 
had a better than fair year in St. Louis. 
Heavy rains made fairways boggy, foot- 
work precarious. Retailers say that dev- 
otees of golf bought extra pairs for 
two reasons. First, last year’s pairs 
gave out from being constantly soaked. 
Second, players who never owned golf 
shoes before bought them this spring 
in the hope of getting better footing in 
the soggy courses. 

Best selling men’s pattern at present 
is a brown u-wing tip four or five eyelet 
oxford with ventilated mesh inserts. A 
few pairs of white bucks are moving 
for country wear, but men are not 
wearing them downtown with business 
attire. Black is at present outselling 
brown. 

[TURN TO PAGE 61, PLEASE] 
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RUGGED 


Lefatex Counters give your work shoes firm 
body and extra support for the toughest wear 
tests. Yet Lefatex bonded leather fibre con- 
forms to the last and fits individual feet .. . 


comfortably, without binding or chafing. 


Good Counters Sell More Shoes ! 
Ask your manufacturer for shoes with Lefatex Counters 


® 


fe 
-atex 


BONDED LEATHER FIBRE 





Lefatex Counters add ‘‘sure-footedness” to 
military shoes, work shoes, and children's 


shoes, too. Day in - day out wear on rugged 
jobs require the best in shoes . . . and in 


counters. 


GEORGE O. 


BRIOGEWATER « MASSACHUSETTS 


leather fibre’s first name. 


Boot and Shoe Recorder 














[CONTINUED FROM PAGE 59] 


Nasty St. Louis weather has been 
more than partly responsible for the 
slowness of shoe sales here. The city 
has been plagued with dramatic and 
sensational rains, tornado-type wind- 


storms, electrical storms and floods. 
* * 


White Leads In Chicago 
After Delayed Start 


THE late arrival of summer weather 
has finally given a much needed spark 
to the Chicago. retail shoe business. 
After a late start, business is running 
about normal with white, spectators, 
light colors and meshes topping the 
demand. 

The delayed start has slowed inven- 
tory clearance to a degree. There have 
been a few early sales, but most of 
these were on spring shoes with just a 
few slow movers in summer types 
thrown in. However, the full onslaught 
of clearance sales is not expected until 
after the long July 4th week-end. 

The prolonged cool weather and ex- 
cessive rain had advantages. Sales of 
dark shoes were extended far beyond 
their normal selling period, thus leay- 
ing inventories on these types remark- 
ably clean. The only types that retail- 
ers are heavy on are the very blunt and 
rounded toes. They are beginning to 
show their obsolescence and there will 
probably be plenty on clearance tables. 

Early predictions that this would be 
the biggest white season in years are 
coming true. The same thing that oc- 
curred in southern areas earlier is re- 
ported here. The surge in white sales 
is being followed by equal strength in 
beiges and light blonds. A_ peculiar 
trend has been that the whites have 
stuck pretty much to the closed-up and 
spectator types. Meshes, both light and 
dark, have swung to the sling and open 
patterns. Dark meshes appear to be a 


good second shoe sale. Current sales 
follow the narrow toe trend. 

Transition shoes have also started to 
show some activity. These are the light 
weight dark suedes and open type calf. 
As a matter of fact, black continued its 
strength all through June, selling in 
sculptured suedes and calf. This per- 
sistence leads retailers to predict the 
greatest black season in years. Black 
promotions will begin this month and 
accelerate from August 1. 

Many retailers are tying their pro- 
motions to the current Chicagoland 
Fair being held at Navy Pier through 
most of this month. The Fair plays up 
the advantages of Chicago as a place 
to live and work. Some shoe retailers 
are urging comfortable walking shoes 
for wear in covering the miles of ex- 
hibits. * Ba a 


Denver Sales 
Reported Firm 


SHOE retail business in the Rocky 
Mountain area was holding its own as 
summer weather descended in earnest 
in late June. Some business increase as 
July opened was noted from tourist 
trade. Retailers in several of the larger 
Denver establishments reported fine 
business in both downtown and outlying 
stores, while others said, “A little under 
last year” or “just even.” In Wyoming 
and in western Nebraska, the answer 
was the same. 

“We are holding our own and in our 
stores where we have been promoting 
quite a bit, we find gains over last 
year,” said an executive of a large in- 
dependent chain of family shoe stores. 
“But no one can deny that this year we 
nave to push like the dickens to make 
the figures. White casuals have been off 
to a slow start, but white dress sales 
have been pretty good. The compensa- 
tion in the unseasonal weather is found 
in the fact that patents and colors, 





Benwit's fabulous tapered lest, so easy and goed to weer, 





Note the clean straight side-tiees, the elegant slim swoop. A modern spectator dene all very, very white 


s, 
0 continental looking. New done in the superb simple lines of the regent pump. 


or ia white with block, navy, ten or gréy calf. 30.95 the pair in ur Show Selon, Second Fleer New York White Pleins Cleveland 


Wash drawings such as the above afford an individual means of focusing and 


highlighting promotional features. 


Here are three angles of the same shoe, an 


elegant pump in white, or white with navy, tan, black, or gray. Designed by 
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normally an Easter business, have con- 
tinued to sell and we are cleaned out on 
that type of shoes which we usually 
would offer in clearance” 

Fall promotions, however, were off to 
a good start in the larger metropolitan 
areas. While smooth calfskin is going 
to be important, retailers in this area 
are agreed that suede is “far from a 
dead duck.” In the higher brackets, 
pointed toes are in demand; in others, 
the modified toe is the best-seller. Wo- 
men have ceased to question the thin 
heel and now ask for it, several retail- 
ers said. Black is expected to outsell the 
fall browns and other colors. Bows are 
a “must,” according to the first trends. 

Black silk with luscious black bows 
or similar frills with a very narrow, 
high heel and pointed toe is expected 
io be a high-fashion favorite. A leading 
Denver retailer said that first fall pro- 
motions of black suede pumps trimmed 
in peau de soie with modified toe and 
very narrow heel had been very success- 
ful in the $23.95 to $24.95 range; that a 
black calfskin pump with bow trim is 
selling well at $23.95 and that lizards 
m both brown and black are selling well 
with matching bags. White spectators 
with blue or tan trim were going well, 
as were white lustre leather slings with 
cpen toe, white punched leather sandals, 
and white straw cloth clesed pumps 
with modified toe, leather bow and slim 
24/8 and 23/8 heels, all in the $19.95 
down to $16.95 bracket. 

Shantungs—three - eyelet ties—were 
outselling most other men’s shoes in 
early summer, black with grey leading 
brown with tan, 3 to 2. Gains were be- 
ing shown in black and white, and 
brown and white saddles for men, and 
loafers continued to be popular. In chil- 
dren’s shoes, washables and casuals 
were outselling other types for play 
days, but Ivy League saddles continued 
strong and were expected to show a 
fresh outburst of strength in the next 
60 days. °° “2s 


Detroit Summer Sales 
Run Ahead of 1956 


THE comparatively late arrival of 
summer in Detroit held back interest in 
warm weather footwear until well along 
in June. Retail sales are up, however, 
and the majority of retailers report 
that sales figures are much better than 
a year ago—in spite of the changeable 
[TURN TO PAGE 67, PLEASE] 
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World-Wide Shoemaking 
by THOMAS J. BATA 


The following are excerpts from a speech given recently 
by Mr. Bata at Reading University, England, for the 
British Boot & Shoe Institute annual conference. Mr. 
Bata is head of the international Bata organization. 


WorLp leather shoe and slipper production in 1956 was 
around one and a half billion pairs of shoes. That is, 
roughly, 6,500,000 pairs per day. 

These shoes have been produced in many thousands of 
shoemaking establishments ranging from tremendous size 
factories to the small Indian hand-shoemaker or mochi as 
he is called locally. There are about as many variations 
in the organization and type of footwear as there are 
geographical areas. 

The annual increase of production is reportedly around 
55,000,000 pairs, or roughly each year our industry pro- 
duces 230,000 pairs daily more than the year before. I 
believe these figures to be overconservative, but even so 
they show the tremendous virility and progressiveness of 
our industry and trade. 

The highest per capita consumption is in the United 
States, thanks to the fashion-consciousness of the Amer- 
ican women and the unbounded energy of their children. 
We are fortunate, however, that even in the underdevel- 
oped areas shoes are today becoming a social necessity 
as a pair of trousers had become some decades ago. 

Bata manufacturing units all have their own distribu- 
tion operations. We operate in 65 different territories and 
we have 56 different manufacturing units. 

We have factories in North America and right on down 
south to Chile, and on this side of the Atlantic in the 
European countries through the Middle East to South 
Africa, and from Pakistan through Ceylon to far away 
New Zealand. 

Generally speaking in almost every country 
there is an independent company—governed by its own 
Board and operating in the best interest of its own country. 
Standardization, as far as it can be applied, is introduced 
in much the same way as you will find similar practices 
developing between Britain, and for example, Australia. 

All of the manufacturing companies produce a com- 
paratively wide range of shoes, and practically all produce 
rubber as well as leather footwear. 

To produce shoes we need raw materials. To make sure 
of our leather supplies at acceptable prices we have had 
to set up our own tanneries and hide collecting stations 
in several areas. This was especially true in territories 
where the industrial development had made only small 
progress, such as French West Africa, Congo, Rhodesia, 
Kenya, Pakistan, Bolivia, Peru, Chile and India. Tanning 
of hides of unfamiliar origins, often badly damaged and 
under tropical conditions was a great challenge to the 
ingenuity of our tanners. We found that first class ma- 
chines and equipment were needed to produce good leather 
economically. 

We have always believed that in business it is the per- 
sonnel that count rather than the buildings and the ma- 
chines. On this principle we have always endeavored to 
find the most suitable people for the positions they are 
to occupy, and we have devoted both time and effort to 
the development and training of staff. 

Our special problem is that the companies in the 
highly developed areas such as France, Great Britain, 
Canada, Switzerland, Holland, United States and others, 
have to be asked to provide technicians and executives 
not only for their own factories, but also for the sister 
companies located in countries such as the Belgian Congo, 


62 


Kenya, Rhodesia, French West Africa and Bolivia where 
it has not, as yet, been possible to develop the local per- 
sonnel sufficiently to enable them to take over responsibil- 
ities. And in countries such as Egypt, Pakistan, India, 
Ceylon, Malaya and Indonesia, where the standard of 
intelligence is high but the facilities for the acquisition 
of knowledge are still inadequate, we are faced with the 
problem of providing higher technical, commercial and 
economic training for the personnel. 

What is a problem on one side, is a great advantage in 
another direction. It gives able and ambitious young 
men the opportunity of being appointed to positions of 
responsibility in many areas. 

Many of them have come up through the ranks. Others 
are graduates of our own residential Technical Colleges 
which our organization operates in Britain, Holland, France 
and Chile. Still others have come from Trade Schools or 
gone through special courses which we organized. 

Everywhere in the world there is constant pressure for 
increased earnings. It is natural that human beings want 
to progress and increase their standard of living. It is 
most desirable, from a business viewpoint, that this should 
be the case. 

A real and permanent increase of living standards is. 
however, possible only through increased productivity. 

If our industry is to keep pace with others there will 
have to be developed during the next ten years several 
new processes which will increase per capita productivity, 
make higher earnings of operatives possible and reduce 
the amount of physical labour required. What those proc- 
esses will be I do not know yet but we must be ready to 
experiment with any new ideas even though they might 
be radical in conception and unusual to our traditional 
approach. 

Whether we make the shoes or buy them depends mainly 
on whether we can get what we need at a price which will 
generate the volume which we believe a line to be good 
for. Our distributing organization is being deliberately 
expanded faster than our production facilities and we have 
been buying more and more shoes from other manufac- 
turers. 

We would like to continue this tendency but there are 
many factors to be considered. One important one is the 
problem of the notoriously small margin in the shoe busi- 
ness, another is the present tendency towards mergers, 
consolidation and integration. We will naturally make 
sure that we always keep a strong competitive position. 

In our organization we sell shoes in every possible way: 
through our retail stores; through independent dealers; 
to wholesalers and by mail orders. The methods vary from 
country to country and depend on local conditions. We 
do not regard any one method of distribution as more im- 
portant than another but we do find that the direct con- 
tact with the ultimate consumer through our own retail 
stores is most valuable in helping us to interpret market 
requirements. 

But the preservation of flexibility even in this field is 
essential for in contrast there are still many areas of real 
pioneering left, where the problem is to develop entirely 
different approaches in influencing people to spend their 
scarce money on shoes. 

Twenty-five years ago my father described in a news- 
reel statement the tremendous task awaiting shoemakers, 
for at that time half the world’s population was still bare- 
foot. 

Since then the shoe industry has made progress but the 
population of the world has been increasing almost as 
rapidly. 

With this growth of population, the rising standard of 
living and the greater shoe-consciousness, now as then we 
face a tremendous challenge and a great opportunity lies 
before all shoemakers of the world. 
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TREAT YOURSELF TO 
SOMETHING SPECIAL 


MEN'S SLIPPERS 
AND SANDALS 


ttle Bee 


CHILDREN'S SLIPPERS 


IT WILL BE A TRIPLE DECKER TREAT TO 
BOTH YOU AND YOUR CUSTOMERS WHEN 
YOU CARRY THE COUNTRY’S THREE MOST 
EXCITING BRANDS. THE NEW QUEEN BEE 
AND LITTLE BEE LINES HAVE CAPTURED 
THE IMAGINATION OF RETAILERS FROM 
COAST TO COAST THEY ARE FRESH 
SALEABLE ADDITIONS TO THE ESTABLISHED 
KING BEE SLIPPERS AND SANDALS AND 


ALL CAN BE ORDERED FROM ONE SOURCE! 


1 | 
\ | 
KINGS FOOTWEAR COMPANY °¢ 47 WEST 347TH STREET, NEW YORK CITY IL 
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Her first love 


BE D (FOR HOLIDAY) BE D (FOR RESORT) RE D (FOR SPRING) 


ALLIED twice salutes the return of 
the little red shoe. Once, in sparkling, 
volume-wise COMANCHE for Glazed 
Kid pumps and flats. And again, in 
lovely, ladylike CARMEN, for a 
Vodelle-sound, colored suede fashion 


promotion. 


STANDARD Division # NEW CASTLE DIVISION 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


Chicago 


Earty fall trends have been established. Production on 
first runs is well under way, with deliveries scheduled be- 
ginning the end of the month and through August. Transi- 
tion shoes, the light weight sculptured suedes and calf, 
have already been delivered. As buying shapes up, black 
becomes the dominant factor for all orders and will 
probably accelerate. 

Black shoes represented as much as 80 per cent of most 
orders, in place of the normal 60 per cent mainly because 
black sold well at retail all through June. Emphasis is on 
sculptured and veiled suedes as well as sculptured leathers. 
The rest of the orders are divided between blues and 
browns. There have been a few negligible sparks of red 
and green. A new element is the emergence of bronze for 
the first time in some years. 

The percentage of orders for patent will likely total up 
as much as a year ago. Patent, which used to be a two- 
month shoe limited to March and April promotion, has now 
become a ten-month member of the shoe family. Retailers 
ask delivery as early as October with promotions sched- 
uled from then on through the winter and spring. The 
season on summer type shoes has also been extended and 
this complicates buying problems. Resort shoes are sold 
almost as readily in the north as in the south in the winter 
time. 

Manufacturers are gradually overcoming one problem 
that has been plaguing retailers. This is the lag in produc- 
tion of medium-heel pointed-toe shoes. The shortage of 
lasts was the problem. First wood went for lasts for high 
heel shoes. There is still a lag in supply for medium heel 
lasts, but the gap is being closed. This may still prove 
a bottleneck in some factories through this fall season. 


New York State 


SHOE manufacturers in New York are now getting down 
to the serious business of making shoes. They have plenty 
of cutting on hand and orders that are scheduled for imme- 
diate delivery or within the next several weeks. 

Manufacturers of women’s shoes in upstate New York 
report that their business is about as usual. Fall orders. 
so far, seem to be following the customary pattern in color 
preferences. Black and brown are heavy favorites. 

There are some misgivings as to how summer retail 
business will finish this season, due to poor showings in 
May and June. But the reluctance of customers to buy 
has caused very few retailers to rush clearance sales. The 
heat wave in mid-June slowed store trade as well as manu- 
facturing operations. 

Reports that tapered toes have met with considerable 
sales resistance in some upstate areas have brought quali- 
fied denials from both manufacturers and retailers. While 
stores promoting high fashion shoes have generally done 
best with tapered and needle toes, retailers catering to less 
fashion-conscious customers also report excellent accept- 
ance of the new styles. 
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A large store in Rochester has bought 40 per cent of 
fall shoes in the needle toe and 60 per cent in tapered toes. 
These styles were sellouts earlier this year. 

One of the department store buyers indicated that some 
customers have been slow to buy the new styles, but said 
women are gradually coming to like them. Tapered toes 
are here to stay and eventually everyone will be buying 
them, some retailers report. 

Manufacturers of children’s and around 
Rochester, describe current business as “rather poor” but 
point out that the year to date has been satisfactory and 
generally somewhat ahead of last year. Early summer is 
always quiet. Indications are that back-to-school retail 
trade will be at least as good as last year and this will be 
reflected at the manufacturing level much earlier. 


shoes, in 


New England 


As July opened, New England manufacturers of women’s 
shoes looked for a sharp increase in orders. They based 
their belief on the fact that July is retail clearance month 
and that, following these clearances, retailers will find 
themselves in position to place larger orders than they 
have to date. The gradual fall-off in advance orders noted 
during early June is about to be supplanted by increased 
activity. This new business, added to that already on manu- 
facturers’ books, is expected to maintain a higher rate of 
manufacturing than previously anticipated during the latter 
part of July, all of August and well into September. 

What the net result will be at the end of the fall run is 
not clear. One trade observer sums it up this way: “Fac- 
tory business has not been half as bad as it has been 
painted recently and not as good as it had been predicted 
to be earlier in the year.” 

Men’s shoe manufacturers report substantial orders on 
hand and in prospect with delivery dates on dress styles 
running from mid-August into November. Work shoe pro- 
duction has slowed down somewhat but this is believed to 
be a temporary condition. Production of children’s shoes 
is increasing. 

The index of factory orders compiled by the Associated 
Industries of Massachusetts shows that orders placed in 
the shoe and leather industries during May of this year 
were 14.2 per cent ahead of those placed in April, and 53 
per cent ahead of orders placed during May, 1956. 


St. Louis 


P RODUCTION here is zooming along to meet delivery 
schedules. The present pace is near to capacity level. Shoes 
te fill the substantial volume of orders which retailers 
placed as late as June 1 for early August delivery are 
moving through lines steadily. 

Manufacturers indicate that there may be delay in meet- 
ing their schedules for two reasons. First, the normal rou- 
tine of retailer buying was seriously disrupted this spring 
by the many floods, tornados and heavy rains. Weather put 

[TURN TO PAGE 74, PLEASE] 
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CLINCHER: 


“and they're sewn with nylon... 
the strongest thread used in shoes!” 


Today, nylon is a household word to your customers. 
They know its strength and durability. So if you can 
tell them the shoes you sell are sewn with nylon, you 
give added assurance of lasting seam strength. Shoes 
sewn with nylon have neaterseams,so they look better, too. 

The use of nylon thread in many top lines of shoes is 
another indication of shoe manufacturers’ continuous 
efforts to improve quality and styling ...to give you a 
product that helps you win—and hold—customers. 

Remember, too, that thread of Du Pont “Dacron’’* 
polyester fiber is used in many quality lines of work 
shoes because it gives extra resistance to abrasion and 
chemicals. 


WRITE FOR YOUR FREE COPY of “How Important Is 
Thread in the Shoes You Sell?’ E. I. du Pont de Ne- 
mours & Co. (Inc.), Textile Fibers Dept., Wilmington 
98, Del. Du Pont makes nylon and ‘‘Dacron’’ fiber; 
does not manufacture thread. 


** Dacron” is Du Pont’s registered trademark for its polyester fiber. 


REG. U.S. PAT. OFF. 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 


NYLON SEWING THREAD-—Gives shoes neater, stronger seams. 
Gives you an added selling feature 
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New Ideas in 
Casual Merchandising 


[CONTINUED FROM PAGE 51] 


“largest selection of casuals,’ Re- 
peated in all of his newspaper advertis- 
ing, radio broadcasts, in the display 
windows, on labels, etc., the slogan is 
backed up by a 40,000 pair inventory 
today, around one-quarter of which is 
the result of Jenkins’ own styling 
ability. 

Typical of the promotional methods 
which the Arizona shoe retailer has 
used to publicize his unusual operations 
is the “Wigwam Jeep,” pictured here- 
with. Built atop a miniature Jeep, a 
tiny four-wheel-drive vehicle which is 
an attention catcher itself, is a canvas 
reproduction of a Hopi wigwam, visible 
for long distances as the Jeep plies the 
streets and highways of Phoenix and 
Scottsdale. No parade or outdoor civic 
event is complete without the “Wig- 
wam Jeep” according to Jenkins. 

Since 1951, Jenkins has been busily 
inventing unique display fixtures, some 
of which proved valuable enough to be 
patented. Typical is the wrought iron 
‘ferris wheel” which is used to drama- 
tize casual footwear styles to custom- 
ers seated anywhere through the store. 
This as shown, is a 3% foot high “fer- 
ris wheel,” constructed of heavy quar- 
ter-inch iron wire and with six gimbeled 
platforms around its circumference, 
each accommodating one sample shoe. 
A handle projects out from the hub in 
the center, ending in a wooden grip, so 
that the salesperson who has several 
styles of casuals in mind for her cus- 
tomer simply places one example on 
each platform and rolls the display up 
to the prospect to choose from. Several 
of these are in continuous use in the 
shop and have gotten a lot of delighted 
attention from customers. 

Jenkins is also responsible for a 
novel “spiral wire display rack.” Sev- 
eral of these appear in both the Scotts- 
dale and Phoenix stores. These, 
mounted on the wall between fitting 
chairs, consist of a series of wire spi- 
rals slanting at a 30 degree angle up 
the wall to a height of four feet from 
the floor. Casual shoe styles are 
gripped inside each turn of the wire, 
where they are held securely in place 
with no other attachment needed. 

Since opening up the Scottsdale 
store, Jenkins has steadily budgeted 
from four to six per cent of his gross 
volume to newspaper and radio adver- 
tising, much of it pictorially illustrated 
and all carrying the “largest selection 
of moccasins in the world” theme. In 
almost every instance, the actual shoe 
offered in display newspaper ads is 
photographed and the cut reproduced in 
the ad. Many “prestige ads” carry a 
photograph of the store front, models 
wearing Jenkins’ own creation, etc. In 
the Sunday rotogravure section, there 
is usually a photograph of a model with 
one of his “ferris wheels.” es a “gen- 
eral interest” picture with a paragraph 
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below inviting the public to visit either 
of the wigwam locations in Phoenix or 
Scottsdale. “We use big, eye-catching 
ads which are as exciting as photog- 
raphy can make them,” Jenkins said. 
“They are not based on price, but in- 
stead on the number of styles we carry, 
teh fact that shopping in the store is 
guaranteed to be a pleasant experience, 
etc.” 

Typical of Jenkins’ showmanship in 
offering the public “something differ- 
ent” in casual footwear is the presence 
in the store of Princess Picking Water, 
a full blooded Indian squaw, who, using 
a work bench in the women’s shoe de- 
partment, turns out authentic beaded 
moccasins, hand bags, belts, to order. 
Her designs have influenced Jenkins’ 
thinking in casual footwear largely in 
recent years and were the “Indian in- 
fluence” which led him to create Wig- 
wam Products, Inc., the store’s whole- 
sale division, which currently supplies 
over 250 retailers in top quality shoe 
stores throughout the country. 

With his wide inventory, exclusive 
casual shoe styling and the use of many 
effective stunts, Jenkins began expand- 
ing almost immediately after opening 
the Wigwam store. The first increase 
was the addition in 1953, of 3250 
square feet to the stockroom and the 
same amount of space for the selling 
area. Eventually the entire store was 
doubled to provide greater stock space 
in the rear. The last move, increasing 
the frontage to 90 feet, was the devel- 
opment of a separate sportswear shop, 
which offers exclusive casual footwear 
and sports dresses, slacks, beach wear, 
sun fashions, etc., made from the same 
materials—and selling at low prices. 
Jenkins has felt for many years that 
the customer should not be required to 
pay a premium price for matched foot- 
wear and clothing, and consequently he 
has designed a variety of play clothing 
ensembles with matching shoes at mod- 
est prices from $12 to $19.95. Also, in 
November of 1956, a growing demand 
for men’s casuals dictated the addition 
of a new men’s department, approxi- 
mately 3000 square feet, on the ex- 
treme left of the store. The men’s 
department with five top nationally 
advertised lines of casuals, is remark- 
able for the complete lack of the 
usual fitting chairs. Instead, Jenkins 
simply installed six large, comfortable 
benches, upholstered in soft glove 
leather, each five feet long by three feet 
wide. They are light enough to be 
moved easily from point to point and 
provide a “different atmosphere” in 
shoe fitting. Display methods here in- 
clude the use of stone blocks, projecting 
from the wall on 15 inch centers, which 
give a good cross section of the men’s 
footwear inventory “out in the open” 
where customers can pick them up for 
a closer examination. 

Now, riding the crest of a wave of 
casual footwear popularity, Jenkins 
can see nothing ahead of him but long, 
continuous hard work and envisages 
the opening of other stores to handle 


the excellent future potential. Prob- 
ably no area in the nation has under- 
gone a sharper population growth than 
the Phoenix-Scottsdale sector, and with 
tourist traffic doubling during each of 
the past five years, the Arizona dealer 
will “grow with the market.” 


Review of the 
Retail Trade 


[CONTINUED FROM PAGE 61] 


Best selling leather is vanilla broad- 
tail. It is being bought in all heel 
heights and in both open and closed 
styles. The pattern leader is the closed 
pump on the new tapered last, and is 
displayed and selling well in many ma- 
terials—silk shantung, linen, mesh, and 
kid, as well as the favored broadtail. 

Women are beginning to buy white 
shoes, and almost every shoe store fea- 
tures a “white” window. Yet black pat- 
ents are still selling well in open and 
closed styles. In women’s casuals, flax 
is the popular color. Fyfe’s have expe- 
rienced great success with women’s 
styles on little heels in punched pig 
that retail from $6 on up. 

Raffia shoes, from little flatties to 
nigh-wedge mules, are seen in all the 
stores, and are expected to be more pop- 
ular than ever before. Most raffia styles 
are displayed in the natural color. 
Many are ornamented with decorative 
designs and color accents. Sales of chil- 
dren’s shoes have been general—a little 
of everything. With the school systems 
closed, there is a pick up of interest in 
canvas play shoes for summer wear. 

Men’s dress shoe sales are good with 
shantung or mesh vamp plugs, in black 
or brown shades. The shantungs are 
especially favored because they blend 
so well with the new summer suit 
materials. In men’s casual shoes, the 
interest is in the new light-weights— 
soft styles in glove leather or buck on 
ecushion-crepe soles. Preferred colors 
are flax, banana, slate, copper and 


oyster. 
* * +t 


Milwaukee Sales Fair 


In Cool Temperatures 


Most dealers report that volume this 
summer, in spite of the overabundance 
of cool temperatures and moisture has 
held up remarkably well. Business has 
been down slightly, they admit, “but it 
could have been a whole lot worse.” 

In general, the feeling is that a mere 
five per cent dip in volume over last 
year’s totals reflects a fairly good mer- 
chandising job at this stage of the sea- 
con. 

Ladies’ shoe buyers in the top rank- 
ing specialty shops and key department 
stores are apt to link the current sit- 
uation to the lack of Easter business 
just a few months back. According to 
one veteran buyer: “It could be that 
the public didn’t get in the ‘dress up’ 
frame of mind at Easter time, and that 
attitude is still carrying over to haunt 
is.” 


[TURN TO PAGE 73, PLEASE] 
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“A 
CELLINI’s fashion-acclaimed “Chevron” brings new interest 


and charm to the tapered toe. Created in luxurious, color-right 


HUBSCHMAN’S CALF #572 Town Brown, illustrated...and 
in all other Hubschman colours by Cellini Shoes, Philadelphia 22 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 e FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 1 
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The Retailer Speaks... 


P ROMOTE it—show it—and you'll 
sell it! That could well be the secret 
behind Mr. Manss’ success in making 
a $28.95 shoe a top selling fashion in 
a period that is frequently known to 
retailers as the “summer doldrums.” 

Romantically termed “the flowering 
pump,” this Nashville selection is an 


Andre Ferugia design for I. Miller. 
It has sold, Mr. Manss firmly believes, 
because it exudes “newness” — “the 
newness of the slender toe, the new- 
ness of the slender heel, and the new- 
ness of the gigantic and luxurious 
ornament. The shoe’s appeal is drawn 
from the fact that it is fresh and dif- 
ferent.” 

Offered three ways in a “dancing 
silk” fabric, the black model is the 
most desired. But, Mr. Manss reports, 
the blue silk and the red printed fabric 
also are doing well. 

The sales success of the flowering 
pump is no accident. As indicated 
earlier, Mr. Manss has widely pro- 
moted it. First there was a five-col- 
umn by ll-inch advertisement in a 
Sunday paper—this tied in with a 
prominent window display. But, even 
more important, every customer in the 
store has been shown a pair by the 
individual sales person waiting on her. 
In summary, the pump was made ac- 
cessible, and then sold because it was 
made desirable. 


A. H. MANSS 


A fourth generation shoeman, Albert 
Manss’ career goes back to his high 
school days in Cincinnati when he sold 
shoes Saturdays and vacations in a 
local department store. He opened his 
own store in Nashville, Tennessee, 
after working in Lexington, Kentucky, 
and Nashville in shoe departments 
owned by his older brother, Oscar, 
with whom he later became a partner. 
He sold the store in 1954 to General 
Shoe Corporation, continuing as buyer 


and manager. 





Self-Selection 


Shoe Merchandising 


[CONTINUED FROM PAGE 55] 


dows are designed to give the prospec- 
tive customer on the street clear vision 
of the store from every angle. Displays 
are changed or rearranged within the 
store every two weeks, and front win- 
dow displays are changed weekly. 

The interior is planned to provide 
greater efficiency in selling and shelv- 
ing. Merchandise is easy to get and to 
present to the customer. Many shoes 
can be seen, and inspected, directly 
from the customer’s seat. The store’s 
lighting has been selected as a model 
for this type of operation by the local 
power company. 

Mr. Goldman doesn’t want to give 
the impression that a good sales force 
is eliminated through his basic theory 
of operation. 

“Good personnel is still needed in our 
abbreviated self-service operation,” he 
says, adding that “to serve the customer 
properly, shoes must be fitted by sales- 
men who are courteous and are up-to- 
date in their knowledge of the product. 

“The backbone of the good shoe store 
today, as in the past, still is the sales- 
man. The only difference is in his tac- 
tics and approach.” 

By not having a salesman rushing 
to the door’ when someone enters, 
Goldman’s customers have an oppor- 
tunity to examine the displays, if they 
wish, and to see shoes that they may 
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at some later time decide to buy. 

In the new store, there is a complete 
line of children’s shoes, which replaces 
a sub-teen department in the former 
store. There is also a playhorse to 
amuse the children while the mother 
is being fitted. 

In the Capezio Corner, a new feature 
which the former store did not have, 
teen-agers and college girls are urged 
to be their own salesmen. Not only do 
they inspect the merchandise offered 
them from the Capezio line, but they 
also are asked by management and 
personnel to “tell us what else you 
would like there.” Their suggestions 
and ideas are kept in mind when the 
merchandise is bought, and they feel 
that they have a vital role in selection 
of the shoes they want to wear. 

There is an enlarged section for 
handbags, and the hosiery department 
is much larger than in the previous 
store. 

“Youngsters buy more spontaneously 
than anyone,” says Mr. Goldman. 
“They tell you right away if they like 
a shoe, for they make up their minds 
in a hurry. 

“Teenagers have their minds made 
up on the type of shoe they want, and 
they usually won’t take a good sub- 
stitute. 

“It is only after a person passes 20 
years of age that the selective type of 
buying becomes apparent. 

“It means, then, that to sell a young- 
ster, he must see what he likes; to sell 
a teen-ager, we must carry what is the 


fad; to sell the adult, we must have a 
wide selection. The customer must be 
able to see that selection and inspect 
as many models as she desires before 
buying. 

[TURN TO PAGE 72, PLEASE] 


Quick Service 
Not Our Motto 


[CONTINUED FROM PAGE 57] 
convenient height for mother to feel 
the toes without stooping. She can also 
judge posture improvement on correc- 
tives, as well as have a close-up view of 
the way the child’s feet walk. This fit- 
ting platform has proven to be a very 
important part of the business. 

The Yaffes’ merchandising policies 
call for strong use of their mailing list. 
All birthdays are remembered with 
cards and a little present is waiting in 
the store. Reminders are sent out for 
foot check-ups and shoe inspections. 

The Yaffes are firmly set against 
sales of any kind and almost never have 
a clearance. They feel it is poor mer- 
chandising to plan sales and send out 
announcement cards. They feel this has 
a tendancy to educate their patrons to 
wait for markdowns and reduces buy- 
ing at regular prices. Instead, they buy 
cautiously on merchandise that might 
have to be jettisoned and keep their 
size strength in basics that are time- 
less. People can go elsewhere for fad 
shoes; they bring their youngsters to 
the Children’s Shoe Corral for quality 
shoes, perfect fit, and good service. 
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Washington 
Newsreel 
[CONTINUED FROM PAGE 38] 


The talk is a direct outgrowth of the 
current Senate investigation of racket- 
eering in labor-management relations. 

Senator McClellan (Arkansas Demo- 
crat), the committee chairman, believes 
a rewriting of the tax regulations per- 
taining to permissive deductions for 
“entertainment” is in order. 

As an example: 

A business firm contributes money 
to a “testimonial dinner.” (For tax 
purposes, it doesn’t make any difference 
whether the dinner is given for an offi- 
cia] of a union or of management.) 

If the contribution is made volunta- 
rily and in the absence of duress, the 
money is probably deductible for tax 
purposes. 

But if the money was paid under 
pressure (bluntly, if the company was 
shaken down), the feeling now is that 
such contributions ought not to be de- 
ductible for tax purposes. McClellan 
believes this change will cause manage- 
ment to think twice before contributing 
to commercialized “testimonial din- 
ners.” 

* * * 

Senate hearings on labor racketeer- 
ing have strengthened the case for com- 
pany-managed pension and welfare 


funds. Insurance company officials ad- 
mit that 98 per cent of abuses in 


jointly-administered funds come in in- 
surance fees, allowances and commis- 
sions; union-administered funds have 
been raided frequently, but purely com- 
pany-run plans apparently haven’t 
been looted. 

There is one complaint on company- 
run funds: Investments are often made 
at high rates, and when dividends are 
returned, they are counted as company 
money, not added to the funds. 

x* * * 

A congressional committee wants to 
impose closer checks on businessmen 
who come to Washington to advise the 
government. 

Present rules are lax, it is charged, 
and afford a wide-open opportunity for 
behind-the-scenes collusion among com- 
panies that hope to divide up any given 
market and then share it with their 
competitors. 

Furthermore, it is claimed, com- 
panies that are too busy or too small 
to send spokesmen to Washington in- 
dustry-government meetings sometimes 
are left out of schemes to allocate 
scarce materials (leather in wartime, 
for example) within an industry. But 
big companies that can afford to send 
their men to Washington seem to get 
all the supplies they need, it’s con- 
tended. 

Government officials whose job it is 
to enforce the antitrust laws have long 
contended that too many industry ad- 
visory committees are breeding grounds 
for monopoly-type agreements. 


Here’s what is being proposed in the 
way of reforming industry advisory 
committees : 

® Advisory committee should be set 
up only when specifically authorized by 
law. 

® Committee meetings should be run 
by full-time government employes, not 
industry officials. 

® Complete minutes of all meetings 
should be taken. 

® Committees should operate only 
for the purpose of advising the govern- 
ment. 

The Department of Commerce is op- 
posing the new rules. To change the 
existing set up would be to choke off 
the flow of “valuable information” the 
government now receives from indus- 
try, it maintains. 


Tee-Pee Boot Retailer Quits 

CHEYENNE, Wy0.—Tee-Pee Novelty 
Company, retailer of boots, shoes and 
moccasins, is disposing of its stock in a 
bankrupt auction and quitting business. 
Max Osborn of Cheyenne is the trustee 
in bankruptcy. 


Correction 

A typographical error appeared in 
“The U. S. Shoe Standard of Living” 
chart on page 94 of the June 15 issue 
of the RECORDER. Estimated total con- 
sumer spending for shoes for the year 
1957 should have read $3,800,000,000, 
not $4,600,000,000. 
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Individual 
Chair. 

Also in sections 
of 2, 3, or 

4 seats. 
Available with 
cane back 

as illustrated or 
upholstered 
insert back. 


DISTINCTIVE FURNITURE 


Beautiful, functional furniture designed 
especially for shoe stores to sell more shoes 
and sell them faster. Sturdy, Practical, 
Comfortable, Space Saving. 


WRITE FOR CATALOG 


@ Chemin 
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Ralph Stollmack 


[CONTINUED FROM PAGE 46] 


Ralph took over as head man at Car- 
lisle. Shortly after, when General Shoe 
Corporation became the owner and op- 
erator of I. Miller & Sons, Ralph was 
promoted to executive vice-president. 
Three years ago, by action of the Gen- 
eral Shoe board, he was made president 
of Carlisle. 


Ralph Stollmack lives and loves the 
shoe business 24 hours a day. He be- 
lieves in it wholeheartedly and his 
thoughts, energies and creative abili- 
ties are all devoted to it. He has a 
courageous approach to anything and 
everything that is new in shoes. Car- 
lisle Shoe Company was one of the first 
to promote the stiletto last. They in- 
troduced it to their customers at the 
end of June, 1956, and were already 
delivering the shoes in August. They 
sensed the potentials and _ possibilities 
of this style revolution in shoe silhou- 
ette when it was only a rumble, and 
stepped up their production so that by 


October of ’56, they were making 700- 


800 pairs a day. 


Carlisle Shoe Company builds six lines 
a year and Ralph Stollmack is respon- 
sible for the direction and a great deal 
of the design creation. In his spare 


time, and as a sort of busman’s holi- | 
day, he has addressed the National | 


Shoe Retailers Association Styles Con- 
ference and other groups. His favorite 
subject . .. you guessed it... SHOES. 


Ralph Stollmack is hard put with only 
24 hours a day, for along with his shoe 
business, there is the business of fam- 
ily and home. The family adds up to 
Mds. Stollmack and four children. The 
home is in Great Neck, Long Island. 
Community interests include the Great 
Neck Cooperative Nursery School and 
coaching the Little League baseball 
team. Then, too, Ralph dabbles in pho- 
tography, rare stamps and plays a bit 
of tennis—a throw back to his U. of 
'N. C. days. 


“These hobbies are all fine,” says he, 
“but none is as great as the shoe 
business.” 


Detroit Shoe Partnership 


DETROIT—Sam Roth, veteran Detroit | 


shoe man, has joined Hyman Kaplan 
as a partner in the Kapsen Shoe Store, 
in a near-downtown location at 3510 
Hastings Street. This is Mr. Roth’s 
first independent venture, after some 
30 years as a shoe salesman here, most 
of the time with Ideal Shoe Store, 
Schiffman’s Department store, and 
Bassin Brothers in Highland Park. 


Mr. Kaplan founded the store about 
20 years ago as a general family store, 
in partnership orginally with Bernard 
Eisenman, who withdrew to enter the 
Army in World War II, leaving Mr. 
Kaplan as sole proprietor. 
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this waterproof footwear really sells... 


quality | °2¥)>)>)US>Q to retail at $2.00" 


B44 PUDDLERS, CHILDREN’S ONE-STRAP 
BOOT. Wide last, reinforced sole and heel. Fits 
all shoe styles. Red with white strap, white 
with red strap, all yellow, all brown. Sizes 

6 through 3, full. 


K255 PUDDLERS CHILDREN’S FOLD- 
OVER FRONT BOOT. Dual sizes; 
9-10, 11-12, 13-1, 2-3. Colors: Red- 
White-Yellow-Brown-Black. 


C101 PUDDLERS MEN’S CLOG. Rolled 
sole for snug fit. Designed to fit all styles and 
widths. Colors: Brown, Black. Sizes 6 
through 12, full. 


L933 PUDDLERS LADIES’ CLEAR 
PLASTIC BOOT. Universal fit. Clear 
plastic boot made from carefully com- 
pounded materials to give excellent 

wear and superior low tempera- 

ture service. Fits all heels 

from 3% to 11. 


The $2.00* PUDDLER line is sold through jobbers. . . 
for name of jobber servicing your area... 


A heavier weight DELUXE line of merchandise is also 
available. 


write 


*A pproximate retail price for this quality protective footwear. 


PLASTI PRODUCTS CORP. 
WINONA, MINNESOTA 





Fashion Mates 
for Fall 


[CONTINUED FROM PAGE 48] 


being included on a number of tailored 
town bags, as well. 

Of great importance in fall hand- 
bags are the leathers. There is calf- 
skin, the classic smooth surface, which 
is going into some dressier types. And 
there is a great variety of textured 
leathers, finer than last year’s broadtail 
but still with very definite surface in- 
terest. Pinseal, rice or caviar, is among 
the most popular of these. A heavy 
very soft tannage goes into the big 
casual bags and also some shaggier 
leathers. Coming back strongly, it is 
believed, is suede, which fits in with the 
dressier look of many accessories, shoes 
and costumes. Tanners who are featur- 
ing their suedes as crock-proof are 
slated for big business. 

Shoe retailers who have a hosiery 
counter can look forward to good busi- 
ness and a new style interest due to 
the colored stockings that have been in- 
troduced. Leading makers of women’s 
stockings have approached the color 
question in a new way. Previous at- 
tempts have been made to win custom- 
ers to the colored hose but this season 
the effort has extended to more manu- 
facturers and they have developed col- 
ors that are more appealing. A two- 
way approach to coordination of these 


Cc Z Gi ’ rs e Built for Comfort 


new colors has been suggested and it 
offers a good opportunity to sell both 
bright and dark hosiery colors. The 
idea is to match daytime colors to the 
shoe and evening colors to the costume. 
It seems a practical way to sell these 
two distinct types of hosiery colors to 
the woman who thinks in terms of good 
taste as well as new styles. 

Softness, we have said, is a trend in 
handbags for fall. It is also an idea 
in belts. Crushed, softened belts are ex- 
pected to be very good. They are part 
of the whole picture—crushed hand- 
bags, crushed high crown hats and soft, 
draped turbins, and, of course, soft 
treatments in shoe vamps. 


Self-Selection 
Shoe Merchandising 


[CONTINUED FROM PAGE 69] 


Mr. Goldman, who opened his first 
store in Burlington 29 years ago and 
later doubled its size, says that the 
present store “is the dream that I have 
had for many years.” In its planning, 
he tried to follow the modern trend 
toward convenience and self-service de- 
manded by the public. 

To keep his store and its merchandise 
in line with trends, a visit is made to 
the market once every three to four 
weeks by Mr. Goldman or his son, 
Erwin, where fashions in shoes are in- 
spected. Mr. Goldman has decided that 
the best policy for his operation is to 


——e Engineered for Durability 
e Designed for Shoe Stores 


e Priced to Sell! 


RAVENNA, 
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buy more frequently in smaller quanti- 
ties so that he always will have the 
latest styles to offer. 

The shoes, bought on the market, ar- 
rive at the store and are shelved. A 
sample is placed on display, store per- 
sonnel become familiar with ‘it, and 
then the customer, finally, decides’ its 
worth. 


Christian Dior’s Latest— 
‘Imperial’ Tapered Toe Last 


“Imperial Last,” newest look in tapered 
toe lasts, the tiny square tip in "Rose 
Galant," a cut velvet pump with square 
ornament at throat. By Christian Dior. 


DG Donnet¥ for your catalog 


OHIO 
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Trade Trends 
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far with the largest enrollment) con- 
tends that the only way to cover rising 
costs and achieve needed margin of 
profit is to increase percentage of 
markon. Other school says easy way 
out, but it won’t fit in with modern re- 
tailing trends. It says that present 
markons are quite satisfactory to pro- 
vide good profit. What’s needed most, 
it contends, is more efficient methods 
of operation to cut costs, raise produc- 
tivity. 


So we arrive at painful stalemate .. . 
painful, that is, for many. Higher 
markon advocates can’t raise markon 
because of competitors of other school 
who are using efficiency techniques to 
hold costs and prices in line. And some 
are even cutting prices, creating fur- 
ther pressures on higher-markon 
(hence higher prices) group. Discount 
houses are most glaring example. . 

causing consternation among depart- 
ment and specialty stores. 



































Upgrading (often used to conceal up- 
pricing) is one technique being used. 
Upgrading is sound practice. But up- 
pricing disguised as upgrading is like 
the lie with short legs . . . it won’t get 
very far. Qualified observers say the 
minority (efficiency) group is going to 
win out in the long run... that the 
higher-markon advocates will have to 
concede the win and trim their own 
sails to the new rules of retailing in 
the period ahead. 





Review of the 
Retail Trade 


[CONTINUED FROM PAGE 67] 


Several important buyers also ad- 
mitted a sizeable carryover of high 
fashion numbers that didn’t move at 
Easter. Stock figures reveal consider- 
able inventory on hand, particularly 
in blacks. 

Buyers and dealers indicated that 
they are somewhat disturbed over the 
sporadic movement of ladies’ white 
shoes. Plenty of promotions from now 
on in for the balance of the summer are 
reportedly being blueprinted in a de- 
termined effort to clear the shelves of 
strictly summer shoes before the fall 
interests take ove1. 

All is not completely lost, however. 
Black patents and suedes are moving 
at a fair pace. Blues are reported sell- 
ing at a bit slower tempo. Tapered toes 
and heels have definitely earned un- 
qualified support and acceptance. Down- 
town fashion shops feature the tapered 
numbers in their ads and displays, and 
even the more conservative establish- 
ments have acquiesced to the trend, and 
are ordering a few runs of the needle 























for all 
pointed toe styles 


NEW 
| Baintlex 
No. 450 | 









Insoles especially processed 
to meet the rigid require- 
ments of today’s tapered vamp styles. 


No. 450 retains all the cool, cushioning comfort you 
expect of natural leather fibered BAINFLEX INSOLES. 
Sell COMFORT at the fitting stool and for the entire 
life of the shoe with exclusively processed Bainflex 
...the insole that does not require excessive heat- 





producing binders in manufacture. Flexible and 


| Comfortable from the first step. 


| tos to prove these features 
why not try this exclusive insole 
in some of your lines. 











CORPORATION 


19 CHESTNUT STREET, CAMBRIDGE, MASS. 
TEL. TR 6-7231 









styles so as not to lose sales. 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 65] 


the shoe business, and all other businesses, at virtual stand- 
stil] in thousands of communities in the south, southwest, 
and midwest. Spottiness of business at retail has been re- 
flected at the wholesale level in later-than-usual, lighter- 
than-usual ordering. 

The second reason for late deliveries is a shortage of 
lasts. The weeks near July first are vacation periods for 
last manufacturers, also, which will set deliveries of new 
wood, already late and short, back even farther. Women’s 
shoe producers, sources indicate, are most seriously af- 
fected and will probably go into considerable overtime in 
July to compensate for the lack of wood. 

Producers here seem less confident in their thinking 
about fall than they were three months ago. As one execu- 
tive put it, “There are several extra factors in the selling 
equation this fall, over and beyond the factors we con- 
tended with this time last year. They’re like unpredictable 


jokers.” 
Los Angeles 


In spite of a reported slackening of business conditions 
in general throughout the nation, Los Angeles shoe pro- 
duction continues at an excellent pace. Production is re- 
ported over this same date last year in generally com- 
fortable proportions. 

Local producers are getting an increasing slice of the 
Eastern buying market even in high-fashion lines. This is 
attributed to several things: greater color and variety used 


by California makers, glamour attached to the name of 
the state, quality of production equal to or in some cases 
better then Eastern production. No question but that the 
quality of the local product has improved tremendously in 
recent years. 

This increasing demand from other areas for our local 
product has been a source of much optimism. Southern 
California has long been established as a leader in casuals 
and play shoes, a style that has come easily because of the 
informal manner of dressing and living here. But to meet 
with national acceptance in the field of dressy, high fash- 
ions is a rather heady prospect for local shoe producers 
and they are making the most of it. 

Labor problems in the factories continue to occupy much 
of the behind-the-scenes conversation. Some makers are 
trying to beat it by “learning to live with it,” which is 
merely a sick man saying he’s become reconciled to his 
illness. Others feel the way out is increased automation 
and more effective use of existing labor by increased mech-- 
anization. It takes capital, of course, but in the absence of 
skilled workers, the only other choice is to make the ones 
you have do as much as possible. A definite trend in this 
direction can be seen in extensive use of conveyors, straight- 
line production setups, and above-average working condi- 
tions. 

Production for immedite delivery shows strong interest 
in summer basics. White pumps with blue or black trim 
are perennial favorites, while white combined with brown 
or tan holds a lagging third place. The covered-up look 
is very apparent, especially when combined with tapered 
or pointed toes. 

Vinyl we have with us always, and there is no perceptible 
slackening in its popularity. Its use runs from casuals. 
through spectators, up to the dressiest of the evening shoes. 


makes the best... 


Style 2810 UL 
Supremely comfortable, 
durably built to retain its 
elegant beauty 

through the years 


Shoe selling success and MILWAUKEE furniture 


Style 2780 F 
Perfectly mated 

to MILWAUKEE'S 
distinguished chairs 


go hand-in-hand. Modern selling calls for 
the best in modern design, and MILWAUKEE 
delivers the best in refreshing style, 
peerless construction and the kind of 
comfort that encourages shoe buying. You 
get the best store furniture creations 
from MILWAUKEE—and it COSTS NO MORE... 


WRITE FOR OUR ILLUSTRATED BROCHURE 
MILWAUKEE CHAIR COMPANY 


MILWAUKEE 456, WISCONSIN 


Boot and Shoe Recorder 





Unusual Store 


[CONTINUED FROM PAGE 53] 


the bulbs to spread the lighting evenly over the floor. 

William Hahn & Company operates stores in Washing- 
ton and Baltimore. This is the company’s tenth store. 

The opening was publicized by dramatic full page ad- 
vertisements in the Washington papers. Forty thousand 
pieces of direct mail were used in the general area served 
by the store and spot radio advertising was used on all 
stations throughout that part of the state. 

Gilbert Hahn, president of the company, reports that 
the novel arrangement of the store is working out very 
satisfactorily. 


Gano-Downs’ 75th Year 


ee 


"The store with the shadowbox windows," Gano-Downs, 
is celebrating its diamond anniversary this year in Denver. 


Denver, CoLo.—Historic old Windsor Hotel, one of the 
settings for the new American opera, “The Ballad of Baby 
Doe Tabor,” was also the setting for the beginnings of 
Gano-Downs, now celebrating its 75th birthday anniversary. 
Gano-Downs, in 1882, opened in the Windsor as “Purveyor 
of Men’s Furnishings, Boots and Elegant Shoes.” 


By 1919, Gano-Downs had moved from the hotel to its 
present location at 16th and Stout Streets and since then 
has been known as the specialty store featuring high qual- 
ity men’s, women’s and boys’ apparel, shoes and accesso- 
ries. S. Nelson Hicks, Jr., president today, says that his 
store was the first in the country with shadow box display 
windows, which were installed in 1916. Today, visitors or 
tourists who forget the Gano-Downs name ask for “that 
store with the shadowbox windows.” 

In 1950-51, the store went through a complete remodel- 
ing program and last year the beautiful Lady Gano fourth 
floor was remodeled. Both women’s and men’s shoe salons 
are outstanding and known for their fine brand names. 
A. R. Schumman is vice-president. 


According to the early folk lore of the state of Idaho, 
when a superstitious Chinese inhabitant went to bed, he 
arranged his shoes so that one pointed in one direction 
and the other in the opposite. This was done so that the 
devil would not be able to track the sleeper through his 
dreams. And as far as the white native of the times and 
the same section was concerned, it was believed that if 
he wanted his favorite dream or wish to come true, the 
best way to accomplish this was to burn an old pair of 
shoes. 
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THE FAMOUS ORIGINAL CORK SOLE 


@ unbelievably lightweight! @ resilient... so soft that it 
gives comfort underfoot 


@ flexible — for real walking and yet is long-wearing. 


comfort and_ effortiess 


crouching and stooping. @ insulation that's waterproof 


and weatherproof . . . to 
keep you cool in summer 


s slip resistant — with mil- and warm in the winter. 


lions of air cell suction cups 
that work for your safety for 


@ cannot mark or mar any 
the life of the sole. 


floor surface. 


for all-day comfort you can’t beat Vul-Cork soles. Their 
lightweight flexibility combined with their insulating 
qualities give your customers real day-long foot com- 
fort plus long wearing qualities for extra mileage. Vul- 
Cork is the ideal sole for any job where there is a 
danger of slipping and falling such as farming, con- 
struction work, and in the industrial field. 

When your customers see the Vul-Cork Label on your 
workshoes, half your selling job is done. 


1® 
Vul-Cork Sole Division, Cambridge Rubber Company, Taneytown, Maryland. Makers of Vul-Cork 


VUL-CORK & 
VULCORK NEOPR 


++ $0 flexible, so resilient... you can roll them up right in the palm of your hand. 3 





éturn you $1,000 a month 


Shoe stores from coast to coast are picking up 
from $1,000 to $4,000 in extra profits monthly 
with the companion sale of a time-proven re- 
liable and effective shoe insert—Cuboid Foot 


Balancers. 


- 
bs 


Cuboids cofhewin 248 sizes and 
= to mect the exact needs of 
your cus yet they océuply 
only a few feet of spa , your 
shelves. The companion sale of a 
pair of these time-proven shoe 
inserts will approximately double 
your profit. And each day you 
fail to offer this added foot com- 
fort, you waste a golden oppor- 
tunity for extra service, extra 
profit. 
Based on a different theory™tha 
conventional arch supports, G- 
boid Foot Balancers alonefare 
recognized by highest gfedical 
authorities for thefr/uniglie com- 
fort-fostering charactefistics. Sell 
them with more coyfidence than 
ever—-a recent dgtision by the 
United States Q6urt of Appeals 
has up éld clans Burns Cuboids 
(have made J 
Pa centur 


r over a quarter of 
It’s easy to get the 
» whole s6ry—write today for Cu- 
Wboid J ranchise information. 
4 ERAL COOPERATIVE 
PENDS AVAILABLE. Burns 
wacuboid Company, P.O. Box 658, 


Ana, California. 


4 
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Burns Cuboid 


BALTIMORE 
Héss: Shoes 
0S | ON 


McNeil 


DALLAS 
Volk’s 


DENVER 
Fontius Shoe Co. 


HOUSTON 
Krupp & Tuffly 


LOS ANGELES 
May Co. 


NEW YORK 
Lane Bryant, Inc. 


MEMPHIS 
J. Goldsmith & Sons 


MIAMI 
Richards 


NEW ORLEANS 
D. H. Holmes Co. 


PHILADELPHIA 
Strawbridge & Clothier 


PORTLAND, ORE. 
Meier & Frank Co. 


ST. LOUIS 
Famous-Barr Co. 


SAN FRANCISCO 
Macy’s 


BURNS CUBOID CO. 


hoids 


P.O. BOX 658 


SANTA ANA, CALIFORNIA 


operators — 





Letters to the Recorder 


Congressmen Discuss Post Exchanges 


Thank you for your communication with regard to the 
expansion of lines and extension of credits in Military 
Post Exchanges. The House Armed Services Committee 
has held some hearings on this proposed expansion plan 
and is going to consider, also, the idea of installment 
buying at PX installations. 

I assure you that I am opposed to any plan which 
contemplates further unfair competition with our busi- 
ness people, and will do all that I can to prevent it. I am 
sending to Carl Vinson, chairman of the House Armed 
Services Committee, your communication so that the 
committee may be fully advised of your viewpoint. 

It has been indicated to me that these expansion plans 
are going to be given very careful scrutiny, and I am 
hopeful that the committee will see fit to take the proper 
action to restrict them. 





JOHN J. DEMPSEY 
Member of Congress 


Thank you very much for your letter of June 18 and 
for sending me a copy of your publication containing the 
excellent article on proposals to allow post exchanges to 
extend credit. This is an excellent review of a very con- 
troversial subject and dissatisfaction around here is be- 
coming more evident all the time. 


JOSEPH M. MONTOYA 
Member of Congress 


Some Pats on the Back 


Have just returned from my vacation and find your 
75th Anniversary issue on my desk. While I have not 
had time to look it over thoroughly, it is obvious that a 
tremendous amount of work has gone into making this 
issue something to be remembered. 


G. B. ALLBRITTON 
Secretary 
NATIONAL SHOE MANUFACTURERS ASSOCIATION 


Congratulations on your seventy-fifth anniversary 
issue! This is a fine job. It will take me months to really 
get through it. 


MERRILL A. WATSON 
Executive Vice-President 
NATIONAL SHOE MANUFACTURERS ASSOCIATION 


My heartiest congratulations to BOOT AND SHOE RE- 
CORDER on its Seventy-Fifth Anniversary issue. This is 
the most outstanding shoe magazine issue I have ever 
seen, and after reading it from cover to cover I marveled 
at the breadth of its editorial contents, the beauty of its 
art work and the volume of its advertisements. This was 
a stupendous undertaking and you and your entire or- 
ganization have earned the admiration of an industry in 
this accomplishment. 

The RECORDER, in publishing its magazine for 75 con- 
secutive years, has achieved another milestone in the 
long history of our great industry. During this period no 
trade event of any importance was omitted from the 
RECORDER. 


MAXWELL FIELD 

Executive Vice-President 

NEW ENGLAND SHOE AND LEATHER ASSOCIATION 
[TURN TO PAGE 92, PLEASE] 
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L. J. Lehman Appointed to Manage Cramer’s Shoes 


DENVER—-L. J. Lehmann, a veteran 
shoe retailer and foot comfort expert 
who holds the unique record of having 
worked for each employer twice, is the 
new manager of Cramer’s Foot Com- 
fort Shop, 53-year-old downtown shoe 
store here. Announcement was made 
by Dr. Lloyd G. Cramer, whose father, 
Albert L. Cramer, founded the institu- 
tion in 1904. 

Miller’s Shoe Store, Chicago Heights, 
Ill., was the starting place for Mr. 
Lehmann when still in his teens. At 
21, he was named manager of Shaw’s 
Shoe Store in the same city where he 
also studied a foot comfort course with 
the Dr. William M. Scholl organization. 
He was graduated from Dr. Scholl’s 
Practipedic School and was soon made 
a Dr. Scholl operator with Wieboldt’s, 
Chicago. 

In 1934, Mr. Lehmann became a per- 
sonal representative of Dr. Scholl, trav- 
eling the states of Nebraska, Colorado, 
Wyoming and Kansas for 12 consecu- 
tive years. 

Having made foot comfort-selling his 
life’s work, he gave up the traveling 
post to become mechanical orthopedic 
expert for two Chicago doctors, N. T. 
and O. H. Friedman. 

Colorado again beckoned and he re- 
signed in 1951 to become manager of 
Rudolph’s Shoe Store, 804 15th Street, 
which position he held until he accepted 
Dr. Cramer’s managership. In each po- 
sition held, he resigned only to be called 
back the second time before going on to 
higher positions. 

For 53 years, Cramer’s Foot Comfort 
Shop has been a downtown institution 


in Denver. Albert L. Cramer gave up 
a successful dry goods business in Trin- 


L. J. LEHMAN 


idad, Colo., in 1904 to come to Denver 
to open a shoe store that would help 
foot ailment sufferers. 

Featuring fine footwear from the be- 
ginning, he added a foot comfort ser- 
vice which has built a clientele from 
both slopes of the Rockies. Also, he 
constantly added special fitting service, 
establishing an educational program 
for his sales staff. 

The store originally was located at 
1411 Stout Street, later moved to 613 
15th Street and 25 years ago to the 
busy corner of 16th and Tremont 
Streets. Dr. Cramer took over his late 
father’s business in the 20’s at the age 
of 18, working closely the entire time 
with professional men in foot treat- 
ment and care. 





Strutwear, Inc., Presents 
Iridescent Stocking Shades 


MINNEAPOLIS — The “monochromatic 
costume look” will receive a special vote 
of confidence from Strutwear, Inc., 
here, this fall with the introduction of 
costume-cued stocking colors. 

Going a pretty step further than most 
manufacturers, Strutwear has intro- 
duced a complete line of new iridescent 
stocking shades called “Twinkle Tones.” 
Besides carrying through the mono- 
chromatic costume theme, the new 
stockings add a quiet, subtle “glow” to 
the legs. 

Five new “Twinkle Tone” shades are 
to be promoted by Strutwear. They in- 
clude “Twinkle Pink,” a rosy hue to 
blend with all of Autumn’s new reds 
from vibrant “Pink Brick” to deep blue- 
toned “Cranberry” and _ wine-tinged 
shades; “Twinkle Gray,” casting its own 
pearly accent beneath stone grays, dip- 
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lomat grays and even charcoal to black; 
“Twinkling Sapphire,” “Twinkle Blue,” 
the bright navy and carbon blue family; 
and “Twinkle Beige,” a warmhearted, 
rose-tinged beige for the browns and 
pastry shades of fall, 1957. 
Strutwear’s interest in the iridescent 
color family began last Spring with 
the presentation of “Hearts A-Glow,” 
an iridescent combining rose and lilac. 


Larger Kline’s Shoe Store 


Boston—Kline’s Shoe Store, which 
has operated at 1632 Blue Hills Avenue 
for more than 30 years, will move to a 
much larger store at 1622 Blue Hills 
Avenue about September 1 when alter- 
ations will have been completed. This 
location is in the Mattapan Square sec- 
tion of the city. The company also has 
three other stores, one in the Roslin- 
dale section, and one each in Medford 
and Melrose, which are Boston suburbs. 
All four are family shoe stores. 


Amalgamated Kidskins 
Follow Three New Themes 

St. Lours—Ruth Kerr Fries’ St. 
Louis presentation of new Amalga- 
mated Leather Company kidskins pre- 
sented three promotional themes. They 
are the nautical influence, the Japanese 
motif and the new use of pastels as de- 
veloped this past spring by the Queen’s 
visit to Paris. 

A yachting combination of leather 
colors, as lauded by Mrs. Fries, in- 
cludes the new blue accent, bright 
Cornflower, and a new vibrant red, 
Flare, in combination with white. 

In an oriental mood are such pungent 
tones as Nectarine, a slightly orange 
tone; Buttercup Yellow, Sunset Pink, 
Aurora, a deep rose; Willow Green, 
and Rattan, a brilliant tan with yellow 
tones. 

Aqua Sky, a grayed turquoise, was 
a color developed from Queen Eliza- 
beth’s Parisian wardrobe. A similarly 
grayed blue, Danish, falls into the same 
category. Pale Frost Blue, Frost Pink 
and Frost Green are other fresh pastel 
offerings. 


Colors to Match Cottons 


Also in the promotional vein are a 
series of colors developed to match the 
Chino cotton colors so dominant in 
women’s sportswear and children’s ap- 
parel. These include Danish Blue, Chino 
Tan, Natural Chino and Green Turtle. 
Green Turtle, aong with Acorn, a mel- 
low tan, are the two top offerings of the 
season from Amalgamated. Acorn is 
described as a medium natural beige in 
the Chanel tradition. 

The established fashion importance 
of black was given new impetus by the 
display of patent kid. Featured with a 
newly-developed backing which gives it 
strength without bulk, the patent kid 
is suggested for draped shoes. 

The firm’s belief in pale gray and 
neutrals is evidenced not only in the 
introduction of Green Turtle and 
Acorn, but in the presentation of Rock 
Crystal, Sandy Beige, Oyster Beige, 
Pale Gray and Airway Gray. 

While predicting strong sales ap- 
peal for mid- and high-heeled sandals 
of smooth kidskin, Mrs. Fries foresees, 
too, the popularity of intense pastel 
suedes for resort wear—yellow, violet, 
turquoise, bright green and scarlet 
with touches of white. The white touch 
for both neutrals and colors in fabrics 
is a major influence to be considered, 
she pointed out. A golden vicuna shade 
in suede also was termed important for 
early season spectators. 

In addition to smooth and sueded 
leathers, Mrs. Fries said grains would 
continue for spring and summer. 
Grains are being put through a shrink- 
ing process to get a new textured ef- 
fect. The result:—finer grains for such 
established finishes as Pinseal, Broad- 
tail and others. Two-way brushed leath- 
ers in brown, gray, black and pale 
beige were cited for town spectator 
designs. 


77 





Shoes Fit Well in ‘Perfect’ Suburban Store 


A view of the ladies’ shoe salon in the William Hengerer branch store, Buffalo. 
A center door shows a glimpse of the perimeter type stockroom at the rear of 
the department. 


By ETHELYN WELLER 


BuFFALO, N. Y.—The newly-opened 
local branch of the William Hengerer 
Company, one of Buffalo’s oldest and 
largest department stores, boasts un- 
usually attractive shoe departments. 
All are functional, atmospheric, airy, 
and possess a refreshing feeling of 
depth. 

The store has been host recently to 
department store people from all over 
the country. They have all come to see 
what architects have called “an almost 
perfect suburban department store.” 

The perfection of the shoe depart- 
ments has had something to do with 
this accolade. 

Colors run rampant throughout the 
store with appealing murals along the 
walls of many sections. One of the 
most attractive departments is the first 
floor ladies’ shoe salon. This is near 
the center of the floor along a busy 
traffic aisle. 

Lights are a combination recessed 
fluorescent and incandescent type 
which gives a soft but shadowless light 
throughout the large department. The 
predominating color scheme is blue, in 
pastels and darker shades on the walls 
and a more neutral shade on the deep- 
napped carpet which covers the entire 
floor. There are 66 attractive uphol- 
stered chairs placed about the walls, 
and in small groups in the department. 

Except for merchandise on display 
in the wide, softly lighted shadow boxes 
and on display racks in the depart- 
ment, all merchandise is concealed in 
the large perimeter type stockroom 
which adjoins the selling space. About 
14,000 pairs of shoes are arranged sys- 
tematically in the stockroom according 
to size, color, materials and type. 

Joseph Sullivan, buyer for all Heng- 
erer shoes, follows the same merchan- 
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dising policies at the branch store as 
those of the Main Street store, regard- 
ing inventories, orders and so forth. 
This has an added advantage, also, of 
making it possible for sales personnel 
te work in either store under the same 
system of stock control and all other 
merchandising practices. 

All main nationally known lines sold 
in the downtown store are to be found 
in this branch department. They in- 
clude leading brands in high styles, 
casuals, sportswear and lesser price 
lines from the Budget Shop, as well as 
miscellaneous items such as slippers 
and rainwear, in all sizes, colors and 
materials. 

There is a salesforce of 14. Some of 
these men and women were moved out 
from the downtown store and so are 
valuable both as expert sales person- 
nel, as well as in assisting in training 
new salespeople who have been hired 
for the department. 

On the second floor there is another 
large shoe department. This is a part of 
the Youth Center. The same merchan- 
dising policies are maintained here as 
for the first floor section, while every 
effort is also made to coordinate this 
merchandise with that of other sections 
of the Center. Mr. Sullivan is buyer 
for this department and sees that the 
merchandise includes all leading brands 
for al] sizes and types of shoes from 
infants’ first items through teens. Spe- 
cial emphasis is given to the fitting of 
those first shoes. 

The selling space allowed for these 
shoe departments is larger than is of- 
ten found in a branch store, but the 
business warrants this much floor 
space. 

The store is situated in an excellent 
residential area and only by stocking 


the best brands of merchandise in all 
lines may the demands of these po- 
tential customers be met in the new 
store. 

The new building has 100,000 square 
feet of floor space, on three floors. It is 
an individual store, not in a plaza, and 
by far the largest store of its kind in 
the area, outside of downtown. 

Both interior and exterior are com- 
pletely modern with the lay-out of de- 
partments, fixtures, materials handling 
facilities and all other factors being 
the last word in convenience and ease 
of access for both customers and sales 
personnel. The 54 departments repre- 
sent all types of merchandise of the 
parent store except carpets. Many of 
these departments are so set up that 
they are separate “shops” for their 
particular merchandise. 


Editors Present New Styles 
In Shoes and Accessories 


New YorkK — Presenting “Back-to- 
Business” styles as they will be featured 
in their August and September issues, 
editors of Charm magazine showed 
clothes, accessories and shoes in their 
Broadway showroom. 

Red will be the featured fashion 
color in the August issue; blue in Sep- 
tember. Red with a blue cast will be 
the fashion shade for ensembles; red 
with an orange cast for sportswear. 
In the blue family, Winter Navy will 
be featured for town wear and a 
brighter blue for sportswear. Purple 
will be best in plaid mixtures; gold 
and green for sportswear. The three 
neutrals recommended by Charm are 
black, a medium gray (‘Cambridge’) 
and the taupe-into-brown family. 

It is worth noting that crepe and 
jersey are highlighted materials, both 
soft, clinging, dra peable materials. 
Textured, three-dimensional] effects are 
strong in coatings, also in suit materials 
which are not necessarily heavy, how- 
ever. In skirt fabrics there are many 
plaids but these are off-beat in colors 
and types. One combination, for in- 
stance, is red with pink. High fashion 
idea is to put coat weights into costumes 
and suiting weights into dresses. The 
fur influence is strong at all price 
levels. This includes real furs in jackets 
and as trimming and the “Jungle 
Spectrum” or fur influence in simulated 
furs. 

Throughout the showing the soft, re- 
laxed look was emphasized in clothes 
and accessories. In shoes the pointed 
toe, at all price levels, was highlighted. 
In patterns the pump was given num- 
ber one position. T-straps and new 
little dressy ties, combinations of 
leathers, fine detailings, lacings and 
buttons were all given special mention. 

Brushed leathers, according to the 
comment, may be in their last year. 
Silky suedes for dressy shoes will be 
important. There will be many darker 
colors in hosiery. 


Boot and Shoe Recorder 








Shoe Store Installs New PM and Filing Systems 


By JAMES R. LOWELL 


LINCOLN, NEB.—Two new systems to 
speed up sales have just been adopted 
by Wells & Frost, Inc., Lincoln’s largest 
and oldest independent family shoe 
store, and both are proving highly suc- 
cessful in their initial stages, it was re- 
ported by John F. Wells, president. 

One is a colored tag system for de- 
noting PM’s, and the other is a file 
system for customers’ names regard- 
less of whether the sale is cash or 
charge. 

Tags are attached to boxes contain- 
ing PM shoes in the PM system, with 
colors indicating the amount of the PM. 
To aid the plan, Mr. Wells is giving a 
day’s extra vacation with pay for every 
$100 in PM sales. The bonus also ap- 
plies to part-time help, although the 
extra day’s pay is given to the latter 
rather than a vacation. 

Each tag shows the date sold, sales- 
man’s number, brand, stock number and 
size. Sales personnel turn in their tags 
to the office and PM totals are tabulated 
every two weeks. 

Since each tag identifies the sales- 
man, it is easy to handle any PM-shoe 
returns, the shoe merchant pointed out. 
Whenever such shoes are returned, the 
PM involved is deducted from the sales- 
man’s total. This check is needed, Mr. 
Wells believes, in order to curb any 
abuses that might creep into the sys- 
tem. 

A salesman, for example, might be 
carried away by his zeal to move PM 
stock, especially in view of the bonus 
involved. Thus he might high-pressure 
a customer into accepting something 
that wasn’t just the right fit. 

The tag is attached to the shoe box 
with a paper clip. The brightest color 
employed is orange and it denotes a $1 
PM. Reason for this color selection, Mr. 
Wells pointed out, was that the $1 PM 
is the one most frequently used. White 
signifies a $2 PM, yellow 50 cents and 
blue, 25 cents. 

The colors enable the salesman to 
easily spot PM shoes in all departments 
when looking down the rows of stock 
shelving. Use of the tag also has elim- 
inated the former practice of tearing 

off part of the shoe box as a record of 
PM sales. In this way, no customer is 
required to take a pair of shoes without 
a box. 

Mr. Wells said salesmen who for- 
merly paid little attention to PM’s now 
are enthusiastically selling such shoes. 

The new filing system has involved 
the purchase of an expensive steel 
cabinet and index tab system, but Mr. 
Wells believes benefits will soon out- 
weigh the initial cost. 

Under the new system, an alphabet- 
ical file was first made of sales of chil- 
dren’s shoes. Index tabs are alphabet- 
ized as far as the first four letters of a 
customer’s name, so that any record 
ean be quickly found. The system now 

is being applied to the women’s shoe 
sections, and will be expanded to men’s 
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and boys’ department as soon as pos- 
sible. The complete files will list well 
over 20,000 customers’ names. 

In addition to name and address, 
each index card carries size, when last 
fitted, and remarks as to fit character- 
istics, preferences, et cetera. 

Advertising benefits of the filing sys- 
tem are being followed up immediately, 
Mr. Wells continued. The first project 
will be in the women’s department. The 
six full-time salesmen in this depart- 
ment have been singled out and litho- 
graphed pictures of each ordered. A 
total of 8,000 pictures cost the nominal 
sum of only about $30, he noted. 





The pictures will be affixed to letters 
sent to customers who have been fitted 
by the respective salesmen. These fol- 
lowup letters will inquire as to whether 
the last shoes purchased have proved 
satisfactory. Customers will be invited 
also to come in and look at new items. 

If the direct-mail plan works out as 
well as is anticipated, Mr. Wells plans 
to extend it to all other shoe depart- 
ments. 


Geuting’s Names PR Agent 


PHILADELPHIA—Geuting’s Shoes has 
named Robinson, Adleman & Mont- 
gomery, Inc., advertising and public re- 
lations consultants. 
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Movie Starlet Promotes Aronov of California Line 


HOLLYWwoop, CALIF.—A smart promo- 
tion at the manufacturer’s level for a 
new line of shoes was kicked off this 
month when pretty Barbara Eden was 
named “Miss Aronov Style Advisor” on 
the set of a new feature picture now 
shooting. 

The press agent for the Aronov of 
California company got a photographer 
over to the set at Republic Studios and 
shot a number of pictures of Barbara 
studying her script while wearing a 
pair of sandals from the new “Benito” 
line being brought out by the company. 


Extra 


Business 


POPULAR 


SIDE-BUTTON 


STYLE 


New See-Thru Color ! 


Extra sales to ladies who prefer this easy 
to put on style! Made especially for me- 
dium and high heel shoes. Soft, dainty 


Aronov has long been established in 
the field of low-priced teenage casuals. 
The “Benito” is somewhat of a depar- 
ture for them, being a complete line of 
dressy little flats, priced up to $8.95 
tops. Taper toe influence in the new 
style is strong, especially in the cov- 
ered-up flats and loafers. 

Tie-in of the Benito line and the pic- 
ture, “Wayward Girl,” produced by 
William J. O’Sullivan for Republic, 
continued during its shooting. After 
that, Miss Eden continued to be fea- 
tured in Aronov’s publicity, as well as 
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continuing as style consultant during 
designing sessions. 


Pretty Barbara Eden promotes shoes 
while studying her movie script. 


Miss Eden, 20, has done much picture 
and TV work, including ‘I Love Lucy” 
and “Wire Service” shows. Coopera- 
tion from press departments of movie 
and TV studios has been good and a 
number of excellent publicity breaks 
have been achieved. 

Promotion of the Aronov line is un- 
der the direction of the firm of Sal- 
dana, Levy and Associates. 


Seminar Hears About 
Special Order Shoe Shows 


PHILADELPHIA—Stanley Salin, of the 
Newton Elkin Shoe Company, this city, 
contributed an explanation of the 
unique shoe merchandising procedure, 
called Special Order Shows, to a three- 
week seminar on fashion merchandis- 
ing here. 

The discussions were sponsored by 
the Drexel Institute of Technology, 
which sought to assess the “psycholog- 
ical, sociological and economic signifi- 
cance of fashion merchandising.” 

Mr. Salin outlined the character of 
the market that exists for manufactur- 
ers of high fashion women’s shoes re- 
tailing about $25 per pair. 

As for the so-called Special Order 
Shows, Mr. Salin cited an example in 
the Bonwit Teller specialty shop in 
Philadelphia. He said an ad calls at- 
tention to the presence of a shoe sales- 
man with a full line. Customers are in- 
duced to view the line and select, impro- 
vise and practically redesign their own 
shoes, picking leathers and colors. They 
are encouraged to indulge their whims 
to the full. 


All this fits in with the merchandis- 
ing policy of a company like Newton 
Elkin, said Mr. Salin. The company 
emphasizes styling and design with 
special emphasis on creativity. He 
stressed the craft nature of the com- 
pany and its “engineering” orientation. 

The company has lasts, said Mr. 
Salin, that go back 25 years or more. 


and feminine. Pure s-t-r-e-t-c-h-y latex 
rubber—now in SMOKE—the color you 
can SEE THROUGH! Non-skid DuPont 
Neoprene Soles and new triple-reinforced 
heels. In Jet Black and Silver Gray too. 
Suggested retail per pair 


World's Largest Selling Lightweight Rubber Footwear 
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ORDER SAMPLES TODAY—or write 
So-Lo Marx Rubber Company, Dept. 
B-715. Loveland, Ohio for new price list. 











Changes Enhance the Curtis 
Enna Jettick Store in Boston 


BostoN—How a comparatively few 
changes can completely alter the ap- 
pearance and enhance the beauty of a 
store is well illustrated by those made 
recently in the Curtis Enna Jettick 
store at 133 Tremont Street, this city. 

One of the major changes in appear- 
ance was effected by rearranging chairs 









Exterior of the newly-remodeled Curtis 

Enna Jettick shoe store on Boston's Tre- 

mont Street. New feature here is the 

double-face electric sign attached to 
the face of the building. 


which originally faced the stock wall 
and which now face an enlarged bag 
and hosiery section on the opposite 
wall. This move, according to John 
Richard, manager, has led to a sub- 
stantial increase in accessories. 

Interior walls have been repainted 
in old rose and green, a new carpet has 
been added and two attractive wrought- 
iron display fixtures now stand on the 
floor near the store entrance. These 
are used for the display of casuals and 
slippers. 

All parts of the store are now evenly 
illuminated by a fluorescent lighting 
system, and window lighting has been 
revamped. 

Only new feature of the exterior is 
a double-faced Plexiglas electric sign 
on the face of the building. This sign 
is visible to all who approach the store, 
no matter from which direction. 

In merchandising his stock, Mr. 
Richard takes full advantage of his 
factory’s in-stock service. This gives 
him a higher rate of turnover than 
is customary in many large city stores 
and the receipt of a shipment in 24 
hours after an order by telegram often 
spells the difference between one or two 
sales and no sales. 

Mr. Richard, currently serving his 
35th year in the shoe business, started 
his career with the old Crescent Shoe 
Company which operated a store on 
Washington Street. From there he 


moved to the Bouve Sterling store on 
Water Street and then joined the staff 
of the Atlas Shoe Company, a Boston 
wholesale firm. Prior to his appoint- 
ment as manager of the present store, 
he managed one of the Curtis Shoe 
Stores at 307 Washington Street. 
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Phillip Kiamy 

PHOENIX, ARIZ.—Phillip Kiamy, 34, 
a partner in the Kiamy’s Cancellation 
Shoe Store, died of a heart ailment 
June 29 aboard the steamship Queen 
Elizabeth while enroute to Europe on 
a six-week vacation. 

Mr. Kiamy was making the trip with 
his nephew, attorney Ferris W. Bella- 
mak of Phoenix. 

Born in Miami, Ariz., Mr. Kiamy 
was the son of Moses Kiamy, a pioneer 
Arizona merchant and shoeman. 

He attended the University of Ari- 
zona before entering the Air Force dur- 
ing World War II. In 1946 he and his 
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brother, Joffre M., started the Kiamy 
shoe store in Phoenix. 

With his brother he conceived the 
store’s annual program in which the 
store gives hundreds of pairs of shoes 
away to needy children. 

Besides his association with the shoe 
store, Mr. Kiamy was president of the 
American Vending and Amusement 
Company, Inc. of Phoenix. 


He was active in civic affairs and 


was a member of the Arizona County 
Club, Arizona Club and St. 
Church in Phoenix. 

Surviving besides his brother Joe, is 
another brother, Sam; his sister Gene- 
vieve Kiamy and a daughter, Lynn. 
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NEW! RUGGED! 


For years, Mothers have been asking you 
for larger sizes NOW THEY’RE 
HERE! Light, but plenty rugged with 
a new heavy kind of soling that outlasts 
anything else on the market. 2 sizes fit 
girls’ oxfords 2% to 6%. You'll be proud 
to sell them ... and you’ll sell them in 
larger volume than any other rubber in 
these sizes. Sug. Ret. $2.29 pr. 
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How ‘Going to Extra Lenghts’ Means Good Men’s Traffic 


DeENVER—Going to extra lengths to 
provide a rugged “masculine atmos- 
phere” in every aspect of the store has 
paid dividends in the shape of much 
repeat volume at the Walk Over Shoe 
Store here. 

During 10 years in all phases of shoe 
retailing, manager Dick Knowles has 
concluded emphatically that men prefer 
to buy their shoes in an all-masculine 
atmosphere, with no women or children 
around to provide distractions. Like- 
wise, he feels, men are more inclined to 
buy footwear in a store which has a 
minimum amount of “frilly” decoration 


and display. 

Consequently, in opening the down- 
town Denver Walk Over Store, which 
was a Florsheim outlet, he has taken 
every step to duplicate the atmosphere 
of a “men’s club” from the entrance all 
the way to the rear. 

First, in place of the usual type of 
fitting chairs or lounges, the center of 
the store incorporates a back to back, 
row of heavy leather chairs closely 
resembling executive office chairs, fin- 
ished in dark green. Broad arms separ- 
ate each of 20 chairs from its neighbors 
and, the seat cushions are 30 inches 
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ery seldom does one shoe style please the whole | 
family like SEBAGO-MOC. | 
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very SEBAGO-MOC, skillfully crafted of choice, 
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long-lasting good looks. 


Yes, from any angle at all . 


For new catalog, write: 


SEBAGO-MOC COMPANY 
WESTBROOK, MAINE 
New York Office: 534 Marbridge Building 


. . fashion, fit, wear, comfort, 
economy .. . no moc made compares with SEBAGO in 
value. No wonder SEBAGO-MOC is 
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Made in Canada by Canada West Shoe Mfg. Co., Ltd., Winnipeg, Manitoba. 


broad, which means that any big man 
can be comfortably accommodated. 

On a heavy oak table flanking the 
chairs, the Walk Over Store maintains 
a stock of popular men’s magazines in 
a wide enough variety to appeal to the 
tastes of almost any customer. These 
are always kept up to date and to in- 
sure that there are no disappointments, 
there are usually several copies of each 
issue. 

Set at intervals down the length of 
the fitting chairs are heavy metal-based 
smoking stands, broad enough to ac- 
commodate cigars as well as cigarettes, 
and practically chip-proof. Half a dozen 
such ash trays means that the shoe 
customer can always reach one, a small 
point which bulks large in overall com- 
fort. Next, a shine stand at the right 
front of the store has been an important 
asset for several reasons. It is invalu- 
able, Mr. Knowles reports, in the matter 
of keeping businessmen pacified when 
traffic in the store is heavy enough to 
swamp the three salespeople on duty. 


Offer ‘Shine On the House’ 


When it is obvious that the customer 
will have to wait several minutes for 
attention, the salesman who is most 
likely to wait upon him points out the 
shine stand and invites the customer 
to have a free shine “on the house.” 

This is a highly gratifying suggestion 
the Walk Over Store management has 
found, and with the store’s shine boy 
pacing his efforts to correspond with 
the traffic, the shoe shine passes away 
the time quite agreeably. 

Every customer is likewise treated 
with maximum dignity, addressed as 
“Mr.” when given the benefit of a thor- 
oughly discussion of his fitting problems 
no matter how busy the store may be. 
All of these elements together total up 
to “the sort of atmosphere a man likes,” 
according to Mr. Knowles, and certainly, 
are best calculated to bring him back 
for subsequent shoe purchases. 





Hirsh Leaves John Irving 


David Hirsch, who has resigned from the 
John Irving Shoe Corporation, Boston. 
For the past three years he was gen- 
eral manager in charge of their leased 
operations in the Mays Department 
Stores in Brooklyn, Queens and Nassau. 
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Policy on Export of Hides. 
Canvas Shoes to Red Areas 


WASHINGTON, D. C.—Firms wishing 
to ship canvas shoes with rubber soles 
to Russia or European Communist 
countries were advised they must first 
obtain individual export licenses from 
the U. S. Commerce Department. 

The Government imposed this restric- 
tion on shipments to Communist coun- 
tries because of the cotton content of 
the shoes. Cotton produced in the United 
States is usually a subsidized com- 
modity, and under the law subsidized 
commodities may not be shipped to 
Communist countries. 

The Government is making it easier 
to export cattle hides and calf and kip 
skins to European Communist coun- 
tries. Effective June 20, firms that 
want to ship cattle hides or calf or kip 
skins to European Communist coun- 
tries need not file individual export 
license applications with the U. S. De- 
partment of Commerce. 

This action does not effect the 
Government’s long-standing rule 
against shipment of any goods to Com- 
munist China. 

Hide traders said they have con- 
tinued to receive optimistic reports con- 
cerning shoe production, which, coupled 
with a smaller cattle slaughter tended 
to stimulate general hide buying and 
increased the price of hide futures as 
high as 40 points. 

In addition to cattle hides and calf 
and kip skins, about 200 other products 
were stricken from the list of those that 
require individuai export licenses be- 
fore shipment. 


Cosimo Bellanca 


BuFFALO, N. Y. — Cosimo Bellanca, 
83, a retired shoe store owner, died June 
1 at his home here. He was born in 
Italy and came to Buffalo as a young 
man. He retired from the shoe business 
after operating a store on Genesee 
Street for 35 years. He is survived by 
his widow, a daughter and two sons. 





Evans Cantilever Shoe Store 
Names W. A. Moore Manager 


W. A. Moore, who has been appointed 
manager of Evans Cantilever Shoe Store 
in the Medical Arts Building, Dallas. A 
shoe and foot therapist, Mr. Moore has 
had more than 30 years experience. 
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Markell Buys W. B. Coon 


Ortho Foundation Footwear 


YONKERS, N. Y.—The M. J. Markell 
Shoe Company here, has purchased 
the complete Coon program of chil- 
dren’s Ortho Foundation footwear from 
W. B. Coon Company, Rochester, N. Y., 
it was announced by Maurice J. Mar- 
kell, president of the Markell Shoe 
Company. 

The purchase includes stock, man- 
ufacturing equipment and trade names. 
The agreement of sales provides that 
the Coon Company will not directly or 
indirectly engage in the manufacture 
or sale of children’s orthopedic shoes 
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for a period of 10 years. 
Ortho Planitor and Ortho Talipes 
shoes, formerly made by Coon, are now 


available exclusively from Markell, 


which, manufactures well-known pre- 
scription shoes for children. 


Percy A. Wilson 


THIENSVILLE, Wis.—Percy A. Wilson, 
sales representative for The Gilbert 
Shoe Company, here, died recently at 


the South Chicago Community Hospital 


in Chicago. He had been ill a week. 

He had represented The Gilbert Shoe 
Company in the Chicago area for the 
past 28 years, and was widely known 
in the industry. 
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Retailers Association to Hold 
August Style Conference 


New YorkK—The National Shoe Re- 
tailers Association announced a Spring 
and Summer Style Conference to be 
held August 7 in the Terrace Room of 
the Plaza Hotel here at 2:30 P.M. 

The clinic-like program will outline 
for members of the shoe and allied 
fashion industries the important do- 
mestic and foreign trends in apparel 
fabrics, color and silhouette which may 
influence the shoe style picture for the 
seasons ahead. It will also cover the 
new developments in the leather mar- 
ket as well as incoming shoe design 


trends and tendencies. 

Requests for tickets should be ad- 
dressed to the Association’s headquar- 
ters, 274 Madison Avenue, New York. 


Dow Corning Plant Rising 


MIDLAND, MIcH.—A new Dow Corn- 
ing plant for maunfacturing silicone 
consumer products is being built at 
Greensboro, N. C., it was announced 
today by Dr. W. R. Collings, president 
of the corporation. At the same time he 
announced the establishment of the 
Silicone Specialities Division as a 
separate operating unit. 


... look to Brezner! 


San Francisco Shops 
Feature Clearances 


SAN FRANCISCO business has been 
running a little behind last year in 
most shoe departments here. During the 
latter part of June many of the lead- 
ing shoe retailers started reducing in- 
ventories with clearance sales. Price re- 
ductions ran from one-third to one-half 
off. In spite of gocd promotional efforts 
the small high-heel models have not 
been moving as well as expected, and 
price cuts were offered to help clear 
them. 

There were a number of promotions 
of men’s shoes and slippers in past 
weeks. Here the emphasis was on com- 
fort in light weight model shoes with 
slim, sleek lines, in both slip-on and 
lace styles. Prices ranged from $6.99, 
$9.98, and $10.98 on up to one special 
genuine brown alligator Loafer model 
shown by Roos Bros. priced at $49.95. 

With school closing, retailers of wo- 
men’s shoes started strong promotions 
of vacation footwear. Macy’s are fea- 
curing comfortable Chukka-type boots 
made of shaggy leather with skid-proof 
rubber soles for hiking and camp wear. 
These were priced at $6.99. A mail 
order coupon at the bottom of the ad- 
vertisement promoting these shoes 
brought good response. The City of 
Paris also used the order coupon idea 
with good results on some open model 
vacation numbers in both straw and 
leather in the $9.5 to $11.95 bracket. 

Color and comfort are receiving the 
major sales appeal in the displays and 
advertising for summer wear. Mate- 
vials include punched leather, straws, 
mesh, and silks. Most have medium or 
iow heels. For color effects there are the 
usual range of summer shades, and 
also silk flower print numbers. Straws, 
too, come in a variety of colors. 





Wide, wide variety of brilliant high-fashion shades . . . 
The ‘Best Cobbler’ in Ireland 


Has Plenty of Work on Hand 


newest whisper-soft tones ! In addition to the Tanners’ Council 
selections . . . a truly inspired, profit-packed collection of 
Brezner ‘‘originals’’: And . . . tanned in the inimitable Brezner 


tradition . . . leather was never lovelier, never so profitable! 


Send for swatches or contact our representative... TODAY! 


Smooths and Elks 

(in Kips, Extremes, Sides) 
Shag 

Napoli 

Brushie 

Napolino 


Chrome Soles 
Suedes and Roughies 
Finished Splits 
Finished Linings 
Ooze Linings 


THE BREZNER DIVISION of the ALLIED KID COMPANY 
145 South Street, Boston | 1, Massachusetts 
“Fashion Right” Leathers from our Tannery, Penacook, New Hampshire 


ST. LOUIS, MO. 
H. B. Avery Co. 


CINCINNATI, OHIO 
John A. Spille Co. 


MILWAUKEE, WIS. 
Herold |. Stewart 


NEW YORK AND PENN. 
Homer Bear 


ROCHESTER, N. Y. 
Graham Bros. Sales 


MIAMI, FLORIDA 
Jock G. Mendelsohn 


LOS ANGELES, CALIF. 
Russ White Co. 


ORIENTAL EXPORT 
Leibman & Cumming 
Son Francisco, Calif. 


MONTREAL, QUE., CANADA Handbag Rep ives: NEW YORK, N. Y. 
Stockton & Sedgwick Chilewich Sons & Co. 


Representatives in All the World's Leading Leather Markets 





Leather artistry finds a unique setting in 
Dublin as Edward Boileau puts the fin- 
ishing touches to an intricate design on 
the sole of a shoe. Last year, his talents 
won him the fitle of Ireland's best cob- 
bler. He is a judge of this year's con- 
test and says his fame has provided him 
with enough work for 20 years. 
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Promotion of White 
Props Twin City Sales 


MINNEAPOLIS — Summer business has 
been fair with the greatest interest on 
casuals and summer shoes. Straws and 
pastels have moved strongly into the 
foreground and whites are selling bet- 
ter than they have for many seasons. 
In this area, opportunity to wear white 
footwear for the street is so limited in 
length of season that there is heavy 
concentration on it in early summer. 


Promotions have been heavy on white 
fabrics, white leathers, and natural 
straws. They have been stressed not 
only for wear with summer cottons but 
for travel. 


Donaldson’s promoted nylon straws 
for summer living in both its down- 
town and suburban stores. Interesting 
models were cable designs in straw on 
midheel casuals in beige or white, and 
two-toned straw in bronze and beige. 
Wedge heels are popular in this type of 
shoe. 

Spectators in brown or navy with 
white retain their popularity. The new 
tapered toe is selling well. Other spec- 
tators which have moved well are those 
with black patent needle toe on white 
grained calf and white grained calf 
rimmed with red or blue touches at the 
same price. 

Napier featured smart, pointed-toe 
imports in supple grain leathers of 
white, tan or black and in black, red, 
tan or gray calf. Roy H. Bjorkman had 
a silver-frost promoticn of accessories 
and tied in silver-frost and gun metal 
shoes. 





Chest of John White Shoes 
Makes Mayflower Crossing 


This Devon oak treasure chest, shown 
in a window of the Jordan Marsh de- 
partment store in Boston, came over on 
the Mayflower Il, consigned by John 
White Footwear, Ltd., to the Atkinson 
Shoe Corporation of Boston, North 
American distributors of John White 
shoes for men. Included in the contents 
of the chest were shoes for Governor 
Foster Furcolo of Massachusetts, Lieu- 
tenant Governor Robert F. Murphy, and 
Mayor John B. Hynes of Boston. John 
White is said to be the largest manu- 
facturer of men's Goodyear welts in 
the British Empire. 
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In Saint Paul, while business in gen- 
eral has been slow with department 
store sales down, shoe merchants re- 
port that shoe sales have been satis- 
factory. Whites and straws have ac- 
counted for the largest number of sales. 
Children’s play shoes are selling well. 

There is great variety in summer 
offerings. Newman’s featured raffias 
with colorful raised flowers as trim in 
vellow, natural or black with multicolor 
flowers. The Golden Rule promoted 
Oriental medleys of color in sandals 
with matching bags. Field-Schlick 


showed Paisley prints in open-toe, sling 
back wedge sandals to go with any 
summer dress. Other styles noted were 
straw wedges with broad instep straps, 
open toe and heel, summer meshes com- 
bined with white leather in pump de- 
sign, and straws in beige or black with 
lapped instep. One of the most popular 
shoe styles is the conservative white 
nylon mesh, oxford type, combined with 
white calf and with rather low heel for 
walking comfort. 

Men’s shoes moved well in handsewn 
moccasins with flexible soles, in casuals 
of glossy cordovan with gore insets. 


O.: service is tailored to provide all the 
working capital any qualified client needs, 


without increased borrowing, diluting 


profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 


Textile Banking Company 


55 Madison Avenue, New York 10, N.Y. 








Philadelphia Whites Fail; 


CONTRARY to predictions, whites did 
not sell well in Philadelphia. In all, 
June was not a satisfactory selling 
month and merchants are hurrying to 
clear their shelves for fall stock deliv- 
eries. July clearances are general. 

Just why whites failed is a real 
puzzle here. Most agree that unseason- 
ably cool days followed by a severe and 
prolonged heat wave stopped shoe 
volume in its tracks. People simply did 
not come out. Promotions were ade- 
quate; stocks were adequate; size and 
style ranges were broad. “It was just 


HAME 


SHOES LOOK NEW LONGER 


SHOES GRADE UP IN QUALITY 


DISCRIMINATING BUYERS PREFER 


Cause Early Clearances 


either too hot or too cool,” summed up 
one retailer. 

Just as puzzling was the style pat- 
tern that emerged in June. Straws out- 
sold whites. Dark shoes proved to be 
a sleeper and sold well. Patent con- 
tinues to sell and threatens to become 
a year-round shoe. 

As one record-breaking hot day fol- 
lowed another in late June, merchants 
adjusted their plans and started their 
private shoe sales one to two weeks 
earlier than usual. The object here was 
to catch the price-minded, vacation- 
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Hamel Kid and Hamel Lambskin Linings 


L. H. HAMEL LEATHER CO. 
Haverhill, Mass. 


World's Largest Tanners of Leather Linings 











bound working girl and clear the 
shelves. 

The hot weather had one good effect. 
It caused a brisk traffic in all types 
of casuals. Selling particularly well 
were the flat sandal types that in- 
cluded thongs and criss-cross patterns. 
Popular colors were white, red, pink, 
and yellow. Plenty of shoes with can- 
vas uppers and rubber or crepe soles 
are selling well to all members of the 
family from tots to parents. 

Business has been considered good 
in the men’s shops. The lighter weight 
shoes for men have attracted more 
customers than ever. The different 
combinations of leather with nylon 
mesh, light woven leathers, and lighter 
weight leathers for men who prefer 
all leather shoes have brought sales up 
to a good showing. 


James F. McDade 


St. Louis—James F. McDade, 
western representative for Heydays 
Shoes, Inc., died June 17 of a heart 
attack in Glendale, Calif. Mr. McDade, 
who was 47 years old at the time of 
his death, had been associated with 
Heydays for the past three years. Prior 
to that time he served as manager of 


| Barnett’s Booteries in the Los Angeles 
area. He was a member of the West 


Coast Shoe Travelers Association. 


| Retailer’s Oil Painting Used 


In Contest Entry Window 


St. Louis—W. C. Reif, owner of 
Reif’s Shoe Store in Honesdale, Pa., 
has submitted an unusual entry for the 
nation-wide Compatible Color Contest 
recently run by Naturalizer division of 
Brown Shoe Company. Mr. Rief, whose 
hobby is painting, has painted a pic- 
ture to tie in with the shoes in his 
store display window. 

The oil painting, framed in gold, 
cevers the entire background area of 
the store window. It depicts a quiet 
farm scene with buildings in the back- 
ground and a woods in the foreground. 
From this, Mr. Reif has extended a 
carpet of green grass across the win- 
dow floor, using a birch log and moss- 


This oil painting, the work of a Hones- 
dale, Pa., shoe retailer, was used to 
tie-in with his window display. 
covered rocks as accessories. Natural- 
izer shoes are arranged against this 

natural background. 

Winners in the Brown Shoe Com- 
pany contest have not as yet been an- 
nounced, A new RCA compatible color 
TV set is first prize. 
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About Shoe People 





Don Herdt has joined the selling 
staff in the women’s shoe salon at 
Famous-Barr Company in downtown 
St. Louis. Mr. Herdt was previously at 
the store’s Northland branch. He re- 
joined the store after a year’s employ- 
ment in another business. 

* * * 

Bertram Lustig, chairman of the 
board and general manager, Lustig’s, 
Inc., Youngstown, O., is recovering 
from specialized orthopedic surgery for 
a hip condition at Temple University 
Hospital, Philadelphia. 

oK * a 

Morris Hirsh, shoe therapist, has 
become associated with Phipps Shoe 
Store, Champaign, Ill. He will be in 
charge of orthopedic and comfort fitting 
shoe service. He has practiced for a 
number of years and has a large 
clientele. 

* * * 

Mrs. Terry Iles, president of Lassie 
Slipper Company, Inc. New York 
sailed recently on the S.S. Mauretania 
for England. She will work in the home 
factory at Northampton for about four 
weeks, designing some new boots and 
slippers. 

Up to this time all the Lassie slip- 
pers have been in the women’s and 
children’s category. Generally, these 
have been shearling lined, which re- 
stricted their use from year-round sell- 
ing; and made them pretty much a 
Christmas item. 

Now they have added new men’s 
lasts and will make a similar slipper 
for men. Mrs. Iles intends to work out 
some new styles, without shearling 
linings and collars, so that they will be 
salable twelve months in the year. 

Lassie Inc. has been in operation for 
six years, in this country. However, 
the parent organization in England has 
been in the slipper business for more 
than 100 years. 

* * * 

The Packard Shoe Shop, located for 
the last 23 years at 218 Asylum Street, 
Hartford, Conn., has been moved to 
much larger quarters at 181 Asylum 
Street. The store is owned and operated 
by Joe and Ben Alexander. 

* * * 

M. Souza, owner of Arthur’s Shoe 
Store, has moved his business from 
Portsmouth, R. I., to Tiverton, in the 
same state. 

* * * 

George Kezerian, who has been em- 
ployed by the Melville Shoe Corpora- 
tion for the last seven years, has been 
made manager of that company’s Thom 
McAn store at 130 Merrimack Street, 
Haverhill, Mass. He succeeds Herbert 
H. Goecke who has been promoted to 
the managership of a Melville shoe 
store in Hammond, Indiana. 

* * * 

Thomas J. Mahoney has been ap- 
pointed manager of the Douglas Shoe 
Store, Abany, N. Y. Mr. Mahoney most 
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recently was assistant manager of the 
Miles Shoe Store here. He is a native 
of Albany and a graduate of Vincentian 
Institute. 

* x od 

Mr. and Mrs. Morris Bayroff, New 
York City, left for a six-to-eight-week 
tour of Europe. They plan to buy shoes 
and look out for new shoe ideas. 

* * * 

Manny Underberger, manager of 
Coast Ballet Manufacturing Company 
of Hollywood, Calif., producers of 
dance footwear, has left for the Armed 
Forces. 


William R. Pierce has been appointed 
manager of the luxurious new Joseph’s 
Shoe Salon, Beverly Hills, Calif. Pierce 
was formerly manager of the ladies’ 
shoe department at Bullock’s, Pasadena, 
a position he had held since 1947. Prior 
to that, he was assistant manager of 
the Wardman-Park Hotel in Washing- 
ton, D. C. 

* aK * 

William Booten, who joined the base- 
ment family shoe department of Gold 
& Company department store, Lincoln, 
Neb., after resigning his job as manager 
of the B. & H. Shoe Store in Platts- 
mouth, Neb., has quit his job at Gold’s 
to rejoin the Plattsmouth firm. Gold’s 
basement department is leased by the 
Wohl Shoe Company. 
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Fred. F. Alford, Sr. and W. Garland 
Medaris have been elected directors of 
the Graham-Brown Shoe Company in 
the Austin Shoe Stores, Dallas, Tex. 
The announcement came from Dr. 
Frank H. Kidd Jr., chairman of the 
executive committee and vice-chairman 
of the board of directors for the two 
companies. Mr. Alford is president of 
the Alford Refrigerated Warehouse and 
a director of Paul’s Shoe Stores. Mr. 
Medaris is president of Medaris Com- 
pany, Inc., distributor of Philco prod- 
ucts. 

os ” ~ 

A. J. Brady, who was for 24 years 
children’s shoe buyer at Brandeis De- 
partment Store, Omaha, before going 
into business for himself at Lincoln in 
February, 1953, is opening a second 
children’s footwear store in Omaha. 
The new store will be called Brady’s 
Juvenile Shoes. Manager will be Charles 
James, who formerly was with the 
Brown Shoe Fit Company at Nebraska 
City. 

* + * 

The Wilburn Brothers, who have 
operated Wilburn’s Shoes, now reg- 
istered as Wilburn Shoes, in the down- 
river suburb of Lincoln Park, Detroit 
for about five years, have divided their 
interests, with each brother concentrat- 
ing upon operation of a single store. 
They recently opened Women’s Can- 
cellation Shoes at 2029-31 Woodward 
Avenue in downtown Detroit, and Cecil 


W. Wilburn has now taken over this 
store as sole proprietor. 
* aL * 


The Lincoln Park store, at 1727 Fort 
Street, has been taken over by Leo E. 
Wilburn as sole owner, and continues 
to specialize in similar lines of women’s 
and children’s shoes. 

The new Woodward Avenue store is 
applying some of the special develop- 
ments in visual merchandising presen- 
tation which they developed at the 
Lincoln Park store, such as rotating 
shoe displays and special light weight 
bracket type fixtures. 

* * © 

Ted Weller has been named manager 
of the shoe departments in McLean’s 
Department Store, Binghamton, N. Y. 
The departments are leased to David 
Kay Shoe Company, Boston. Mr. Weller 
succeeds Sumner Domesek who has 
gone to California to engage in another 
line of business. Mr. Weller has re- 
cently supervised Kay departments in 
Boston stores and previously managed 
the one in Kennedy’s, Boston. 

* * Ok 

Max H. Shuman has been appointed 
manager of the shoe department in 
National]! Clothing Company’s new 
branch store in the South Town Plaza, 
Rochester, N. Y. Mr. Shuman has been 
a salesman at the downtown store for 
the past year. Leonard Weidmiller is 
the buyer of men’s and children’s shoes 
at National Clothing Company. 
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INCREASE 


in 6 months of selling 
Dr. Posner children’s shoes 


5 Genung stores in Westchester and Connecticut are proud 


of their constant increase in juvenile shoe sales. Not so 


amazing though, since they have a Dr. Posner 


franchise. Call, write or wire for information about this 


valuable children’s shoe franchise in your trading area. 


DR. POSNER 


children’s shoes 


DR. POSNER SHOE CO., INC., 112 W. 34 STREET, NEW YORK, N. Y. 


Paradise Shoes Presents Fall 
Lines, Fashion Information 


St. Lours—Brauer Brothers, makers 
of Paradise Shoes, have presented their 
fall lines with fashion information and 
drama in a portfolio of shoe drawings, 
fashion sketches and clever, descriptive 
copy. 

First double-page spread of the port- 
folio shows “Dress Rehearsal pumps— 
delicately pared to slimness, they bear 
the Paris signature of hand-worked 
detail.””’ The next group features “Our 
most talented Coat shoe — precisely 
balanced, feminine — in tune with 
capelettes, toques.’”’ On the third double- 
page spread the copy starts with “The 
shape’s the thing” and continues “no 
slimmer shoes, none more alluring than 
our low-plunging ‘Joie-De-V’ inspired 
by Dior’s collection.” Following this 
comes “A new dimension in delight— 
new fascinating textures—the touch of 
fine leathers of chiffon weight.” 

“A flirty series of varied throat 
lines little Impresario pumps speak the 
language of feminine charm” follows 
next. Then “More gauntlet than shoe, 
the Breton pump has audacity and no 
precedent in slim shapeliness.” And 
finally, ‘What is the mood—the change 
—the couture idea? Here are our 
material witnesses eloquent of the new 
‘You’re a Fabulous Woman’ era. Fabled 
fabrics all weaving a magic spell— 
invention and charm in shoes of satin, 
peau de soie, cut velvet and shimmering 
elusive metallic fabrics.” 

New lasts are an important feature 
of the fall Paradise lines. And two new 
types of shoes have also been added. 
Kittenettes have a soft glove construc- 
tion and are on a 17/8 heel, styled to 
be a smart, young group. Lyrics, the 
other new group, are on heels from 
19/8 up—a highly styled dress type. 





Designers Prepare ‘Hotfoot’ 
For Ladies’ Fall Footwear 


Capezio gives Dame Fashion a "hotfoot" 
by predicting that ladies’ spats will be 
the biggest thing afoot when the tem- 
perature falls again. These ankle-warm- 
ers, executed by Colony Accessories for 
Capezio, are available in side-laced and 
front-laced versions. 
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International Shoe’s Sales 
And Net Income Dips Slightly 


St. Louis — In a mid-year report 
mailed to stockholders in July, Inter- 
national Shoe Company listed net in- 
come of $5,295,509 for the six months 
period ending May 31. This compared 
to the net of $5,482,693 for the corre- 
sponding period a year ago. 

Earnings were reported at $1.58 per 
share for the six months period, com- 
pared with $1.63 a year ago. 

Net sales of $133,620,734 compared 
with $136,084,356 for the same period 
last year, a decrease of about two per 
cent. The shoe industry reported a two 
per cent decrease in production for the 
same six months. 

Inventories were reduced $5,000,000 
below year-ago levels, the mid-year re- 
port stated. This was due principally 
to the consolidation of finished shoe 
stocks of the general line sales divi- 
sions. The reduction of inventories is 
part of a larger program mentioned in 
the annual report to consolidate the 
non-sales functions of these divisions. 

“This program, which will be com- 
pleted early in 1958, has proceeded on 
schedule and results thus far have fully 
met expectations,’ Byron A. Gray, 
chairman of the board, and Henry H. 
Rand, president, told the stockholders. 

No change in wage rates took place 
during this period, the shoe executives 
stated. Present contracts with the com- 
pany’s principal employe groups re- 
main in effect until October 31, 1957, 
with provision for another full year of 
operation from that date if agreement 
is reached on a pension plan based upon 
three per cent of payroll. 

“Hide and leather prices strength- 
ened during the month of May and 
have continued strong,” the officials 
noted. 

Somewhat higher shoe prices may be 
expected for the spring of 1958, the 
stockholders were told, as a result of 
the higher leather market and the in- 
crease in cost which will result from 
the establishment of the employe pen- 
sion plan. 

Retail shoe business continues good, 
the report went on, with total dollar 
volume showing small percentage in- 
creases on a store-for-store basis. 

“Orders for fall have been running 
ahead of the same sales period last 
year. We expect a good second half of 
the year,” Mr. Rand and Mr. Gray as- 
serted. 


H. C. Godman Dividend 


CoLuMBus, O.—The H. C. Godman 
Company, Columbus-headquartered shoe 
manufacturer, declared a dividend of 
37% cents a share on the preferred $25 
capital stock, payable July 12. 
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G. R. Kinney Corporation Has 
Net 4.9 Per Cent Sales Rise 


New YorK—The G. R. Kinney Cor- 
poration reported a net retail store 
sales increase of 4.9 per cent. The 
family shoe chain had sales of $5,276,- 
000 in June, 1957, which compared with 
$5,030,000 in June, 1956. 

Sales for the six months ended June, 
1957, were $26,255,000, a 10.6 per cent 
increase over the $23,733,000 reported 
for the comparable period a year ago. 

As of June, 1957, the chain had 385 
stores in operation in comparison with 
359 for the same period last year. 

The information was reported by 
K. W. Thornhill, Kinney’s director of 
corporate relations. 


Melville Dividend in August 


New York — Directors of Melville 
Shoe Corporation have declared a quar- 
terly dividend of 45 cents a share on 
the common stock, payable August 1, 
1957, to holders of record July 19. The 
directors also declared a quarterly divi- 
dend of $1.18% per share on the Series 
A preferred stock and a quarterly divi- 
dend of $1 a share on the Series B 
preferred stock, both payable Sept. 1, 
1957, to shareholders of record Aug. 16. 


Shoe Corp. Sales Up a Bit 


CoLumBus, O.— The Shoe Corpora- 
tion of America reported only a nomi- 
nal sales gain in its most recent five- 
weeks period, compared with a year 
ago. And, officials admitted, the vol- 
ume would actually be less than 1956 
on a per-store basis. 

Shoe Corporation currently has 642 
retail units. It had 610 a year ago. 

Robert W. Schiff, company president 
and treasurer, said sales for five weeks 
ended June 1, 1957, were $8,070,617; 
and for the comparable period ended 
June 2, 1956, $7,834,964. It represented 
a 3.01 per cent sales gain. 

The record for the January-to-June 
22-weeks’ period was a little better, 
$20,896,819 and $28,493,862—an 8.43 
per cent gain, Mr. Schiff reported. 


Edison’s Net Sales Rise 


St. Lours—Edison Brothers Stores, 
Inc., reported consolidated net sales of 
$8,603,966 for the month of June. This 
compares with $8,053,901 for June, 
1956, an increase of $550,065 or 6.83 
per cent. 

For the six months ended June 30, 
sales amounted to $47,435,492 as com- 
pared with $42,589,799 for the same 
period last year. This is an increase 
of $4,845,693 or 11.38 per cent. 

The 306 stores in operation at June 
30, 1957, compares with 270 a year ago 
and 297 at Dec. 31, 1956. 
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Obituaries 





John G. Traver 


PHILADELPHIA—John G. Traver, trea- 
surer of the John G. Traver Company, 
Inc., producer of shoe manufacturers’ 
supplies here, died July 3, in Cooper 
Hospital, Camden, after a brief illness. 

Mr. Traver founded the firm in 1911, 
with a partner, Wilson T. Hoy. Sam- 
uel B. Nissley replaced Mr. Hoy in 
1915. Richard E. Traver, son of the 
founder, replaced Mr. Nissley in the 
business in 1946 and in 1954, the cor- 
porate name was adopted. 

The company has continually repre- 
sented many well-known firms such as 
Spaulding Fibre Company, Behr-Man- 
ning Company, the Keystone Sole and 
Shank Company, Atlas Tack Corpora- 
tion, United Stay Company, Kimball 
Needle Company and Phillips-Premier 
Corporation. 

Surviving Mr. Traver, in addition to 
his son, Richard E., who is president 
of the company, are his widow, Mrs. 
Florence M. Traver; a daughter, Mrs. 
Bryon O. Yoder; another son, Dr. John 
G. Traver, Jr.; and seven grandchil- 
dren. 


Viola Shefer 


NEw YorK—Viola Shefer, a public 
relations counsel with offices at 745 


Fifth Avenue, died in Roosevelt Hospi- 
tal after an illness of several months. 

One of her clients was the National 
Shoe Fabrics Association. 

Miss Shefer attended Columbia Uni- 
versity and the Savage School for 
Physical Education. She taught physi- 
cal education at the American Wo- 
men’s College in Istanbul, Turkey. 

Miss Shefer organized a public rela- 
tions office on her return to New York 
City about 20 years ago. Her firm spe- 
cialized in national fashion accounts. 
She is survived by two sisters and a 
brother. 

Louis Maling 

CHICAGO — Louis Maling, executive 
vice-president of the Maling Brothers 
Shoe Store chain, died June 24 at Bil- 
lings Hospital. Mr. Maling, who was 
63 years old, came here from Germany. 
In 1912 his brothers, Max, Albert, and 
Samuel founded the firm. He joined 
them two years later. 

The surviving brothers are still con- 
nected with the firm. Headquarters are 
in Chicago with some 30 stores in the 
Midwest. 

Surviving in addition to the three 
brothers, are two sons, two other 
brothers, and three sisters. 


Erven Grossman 


MILWAUKEE—Erven Grossman, pro- 
prietor of Grossman’s shoe store in sub- 
urban West Allis, for the past 30 years, 
died here at the Mount Sinai hospital 
July 5. He was 51 years old. 

He was a member of Harmony Ma- 
sonic Lodge; the Zionist Organization 
of America and Congregation Beth El 
Ner Tamid. 

Survivors are his widow, Rose; a 
daughter, Miss Dorene Grossman, and 
a son, Marvin, both of Milwaukee. Two 
brothers, Dan of Los Angeles, and Abe 
of Milwaukee, also survive. 


Frederick J. Blatz 


WILMINGTON, DEL. — Frederick J. 
Blatz, president and director of the 
Amalgamated Leather Company here, 
died at his Wilmington home. He was 
68. 

He was graduated from Swarthmore 
College and immediately afterward be- 
came identified with the leather in- 
dustry. Since 1912 he has been asso- 
ciated with Amalgamated, which, in its 
early years, was known as the Ed 
Blumenthal Company. 

Mr. Blatz was active in civic affairs. 
He had been a member of the Del- 
Marva Council of Boy Scouts for more 
than 25 years. He was a member of 
the Franklin Institute of Philadelphia, 
a member of the Wilmington Country 
Club and Whist Club and a member of 
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the Westminster Presbyterian Church. 
He was a member of Sigma Xi science 
fraternity and was a past chairman of 
the kid group of the Tanners’ Council. 

He is survived by his widow, Mrs. 
Marguerite W. Blatz; two sons, Fred- 
erick J. Blatz, Jr. of Salt Lake City, 
and Phillip S. Blatz of Buffalo, N. Y., 
and a daughter, Mrs. George Barick 
Lauder, of Washington, D. C. 





Fred F. Field, Jr. 


BrRoOcKTON, MAss.—F red F. Field, Jr., 
retired vice-president of Field & Flint 
Company, recently taken over by the 
Stone-Tarlow Company, died July 1 in 
the New England Deaconess Hospital, 
Boston. His home was at 1351 Main 
Street, this city. 

Mr. Field, who was 69, also at one 
time was president of the Dutchland 
Farms restaurant chain, and was well 
known as a poultry fancier, an activity 
which he carried on at his summer 
home at Monument Beach, Mass. 

Surviving are his widow; two sons, 
Fred F. III, and Robert B. Field, both 
of Brockton; a stepson, Joseph W. Cal- 
laway of New Canaan, Conn.; and two 
sisters, Katherine and Margery Field, 
also living in this city. 





Leo Gordon 


NEw York—Leo Gordon, chairman 
of the board of Palizzio, Inc., producers 
of Palizzio shoes and Capri handbags, 


July 15, 1957 











died at his summer home in Elberon, 
N. J. He was 60. 

Palizzio, Inc., also has a plant in 
Rochester, N. Y., which makes Matrix 
shoes. 

Mr. Gordon was actively engaged in 
the shoe industry for more than 40 
years. He and Ralph M. Abrams 
started Palizzio, Inc., about 20 years 
ago. Even while he worked in New 
York City, he retained membership in 
the Southwest Shoe Travelers Associa- 
tion in order not to sever a long-stand- 
ing relationship which went back to 
his early years in the industry. 

Surviving are his widow, Dorothy; a 
son, Jules M. Gordon; a daughter, Mrs. 
Ralph Abrams; four brothers, two sis- 
ters and four grandchildren. 





Edwin Hawley Foot 


ROCHESTER, MINN. — Edwin Hawley 
Foot, chairman of the board and former 
president of S. B. Foot Tanning Com- 
pany, Red Wing, Minn., died here July 
4. He was 81. 

Born in Red Wing, Mr. Foot entered 
his father’s tannery after being grad- 
uated from Trinity College, Hartford, 
Conn. In 1908, he became president of 
the firm and remained in that post until 
1943 when his son, Silas B. Foot as- 
sumed the presidency. He remained ac- 
tive in the business, however, as chair- 
man of the board. He is credited with 
having made the firm one of the leading 
leather manufacturers in the country. 








Mr. Foot served for many years as 
director of Tanners’ Council of Amer- 
ica. In addition, he was active in com- 
munity affairs. He served as senior 
warden of Christ Church, Red Wing, 
for more than 25 years and as an officer 
and director of Goodhue County Na- 
tional Bank of Red Wing. 

He is survived by his widow, the 
former Jessie Joyce of Lincoln, Neb., a 
brother, Robert M. Foot and five chil- 
dren by his first wife, Evaline Lawther 
who died in 1944. Two of his sons, Silas 
B. and Edwin H., Jr., are active in the 
tanning firm. Mr. Foot also leaves 15 
grandchildren and two great grand- 
children. 





Dickson S. Stauffer 


St. Louis — Funeral services for 
Dickson S. Stauffer, former vice-presi- 
dent and a director of International 
Shoe Company, were held in St. Louis 
July 9, with private burial in Oak 
Grove Mausoleum. 

Mr. Stauffer died July 5 at his home 
in St. Petersburg, Fla., where he had 
lived for about a year. He was 72 years 
old at the time of his death, and had 
been with International for 25 years 
before retirement in 1950. He was ap- 
pointed chief of the leather, furs and 
fibers branch of the Office of Price 
Stabilization in March, 1951. 

Survivors include his widow, Mrs. 
Eloise Becken Stauffer, two sons and 
two daughters. 





Most Comtértable STEP 


YOU CAN TAKE... 


Outstanding comfort and handsome styling . . . that’s what men want 
most in shoes. And that’s what you get when you feature McCoy shoes. 
Air-cushioned insoles guarantee lasting comfort to your customers. That 
means more repeat sales for you . . . and more profit too. Get the 

full McCoy story from our representative, or write us to have him call... 
it’s the most profitable step you can take! 


Meloy 


SHOES FOR MEN 


HOLLAND-RACINE SHOES, INC. 


¢ HOLLAND, MICHIGAN 





Trade Literature 


Cambridge Issues Booklet 
Describing Vul-Cork Soles 


CAMBRIDGE, MAss.—Embarking on a 
campaign of consumer education, the 
Vul-Cork division of Cambridge Rub- 
ber Company has produced a new 
booklet describing the uses of three 
work shoe soles made by that division. 
These booklets are sent to manufac- 
turers using these soles and are offered 
by them to retailers who carry Vul- 
Cork equipped footwear. They can be 
had by retailers in any quantity from 
200 to 2,000 furnished free. 

The booklet, really an eight-page 
folder, is attractively printed in two 
colors, folding to a size of three and 
one-half by six and _ three-quarter 
inches. 

Described in the folder are Vul-Cork, 
Vul-Cork Neoprene and Vul-Cork 
Micro-Cell Cushion Neoprene soles. 

The first, a combination of rubber 
and cork, is said to be “unbelievably 
lightweight—ideal for any job where 
there is danger of slipping and falling 
such as farming, construction work and 
in the industrial field.” 

The other two, as their names in- 
dicate, are combinations of cork and 
Neoprene. The former is described as 
“resistant to oil, greases, caustics and 
fatty acids — particularly suited for 
heavy-duty work.” The latter, also rec- 
ommended for work shoes where oil, 
greases, caustics and fatty acids are 
encountered, has “millions of nitrogen 
filled cells,” is extremely light in weight 
and completely non-absorbent. This sole 
is being used not only on conventional 
work shoes but also on safety-toe shoes, 
insulated shoes and even on semi-dress 
types. 
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Letters to the Recorder 


[CONTINUED FROM PAGE 76] 


I have been reading with pleasure 
your 75th Anniversary number. After 
that wonderful telegram of congratu- 
lations and wishes from the President, 
this letter is sort of in the nature of 
anti-climax. 

However, it has been one of those 
worthwhile things in life to have known 
your magazine. You have certainly 
maintained a continuous effort resulting 
in a trade publication which stands 
without peer. 

Heartiest congratulations and very 
best wishes for your continued progress 
and success. 

EDWARD R. NOYES 

UNITED SHOE MACHINERY CORPORATION 


As a long time acquaintance of the 
writer, and friendship over a number 
of years, I wish to congratulate your 
organization on the edition in memory 
of the 75th Anniversary. 

I think the edition that you have 
just gotten out, commemorating the 
75th year, of recording America’s shoe 
standards, is an outstanding edition, 
and it requires a lot of hard work, mul- 
tiplicity of details and so forth, and 
therefore, it was a tremendous job, but 
it certainly should pay off for the BooT 
AND SHOE RECORDER of today. 

I just want to mention my apprecia- 
tion of this wonderful edition of the 
BOOT AND SHOE RECORDER. 

GEORGE P. UTLEY 
President 
THE IRVING DREW CORPORATION 


My \varm congratulations and good 
wishes to the publishers of the BOOT 
AND SHOE RECORDER which now is in 


its Seventy-Fifth year of presenting to 
the shoe trade a publication that has 
given them many years of guidance and 
thought. 

The issue of June 15 has in it a 
great deal of material that will guide us 
in handling the shoe industry here in 
the bank in our thinking, and place us 
in a better position to handle our many 
shoe accounts. As a matter of fact, it 
will find a prominent place in our li- 
brary. 

With my every good wish to you and 
your associates. 

WALTER L. REHFIELD 
MERCANTILE TRUST COMPANY 
ST. LOUIS, MO. 


We join with the entire shoe indus- 
try in congratulating you and the en- 
tire staff of the BOOT AND SHOE RE- 
CORDER on your 75th anniversary. 

WILLIAM J. AHERN 
WILLIAM R. AHERN 
Publishers 

COAST SHOE REPORTER 


I have just leafed through our copy 
of your Seventy-Fifth edition and I am 
thrilled with its beauty and your won- 
derful success in publishing a magazine 
devoted to the interests of the shoe 
business, particularly the shoe retailer. 

To you and your staff, in observance 
of your Seventy-Fifth Anniversary, I 
send greetings. 

I take, pride in having been a con- 
stant reader of the BOOT AND SHOE RE- 
CORDER for 57 years and many are the 
helps and ideas gleaned from each 
issue. 

W. T. CAIN 


PRINCETON, ILL. 
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Ralph Tucker, above left, of Omega Shoe Company, turned in a score of 73 to 

win low gross golf honors at the St. Louis District Shoe Trades Association annual 

outing. John C. Guhman, Sr., of Wright-Guhman Company, presents the award. 

In the photo right, McLeod Stephens, left, president of Johnson, Stephens & 

Shinkle Shoe Company, took first place in the hole-in-one event and receives his 
prize from John C. Guhman, Sr., of Wright-Guhman Company. 


St. Lours—Ralph Tucker of Omega 
Shoe Company turned in a score of 73 
to win low gross honors in the golf 
event at the St. Louis District Shoe 
Trades Association Twelfth Annual 
Outing in June. 

Approximately 500 members partici- 
pated in the day’s events at Norwood 
Hills Country Club, St. Louis. Rounding 
out the annual playday, a banquet was 
served in the club’s air-conditioned hall. 

Special recognition was given to Wil- 
liam Erhart of Erhart-Petersen 
Leather Company, president of the St. 
Louis District Shoe Trades Association. 
This year Mr. Erhart celebrates his 
50th year of representation in the 
leather business. 

A variety of sports events were 
featured in the outing’s program and 
a large number of prizes awarded. In 
golf, Joe Gass, Brown Shoe Company, 
took low net honors. Second low net 
awards, through 15, were as follows: 
Wayne Behney, Johansen Bros. Shoe 
Company; Dwight Kennedy of D. C. 
Kennedy; Lou Pell, Krentler Bros. Last 
Company; John Hil], International 
Shoe Company; Joe Mangogna, United 
Wood Heel Company; William Kaplan, 
Carmo Shoe Manufacturing Company; 
Jack Shinkle, J. C. Stroope & Company; 
Vie Gavel, Gaywood Manufacturing 
Company; Stan Bozaick, Brown Shoe 
Company; Gerry Sullivan, Samuels 
Shoe Company; Ted Shaw, Brauer 
Bros. Shoe Company; E. J. McKinney, 
Trimfoot Company; Ed Samuels, 
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Samuels Shoe Company; Roy St. Jean, 
Brown Shoe Company. 

In the blind bogey competition, first 
place was taken by Joe Goldstein of 
Kalmon Shoe Manufacturing Company, 
followed by Joe Helmbacher, Brown 
Shoe Company; George E. Miller, 
United Shoe Machinery Corporation; 
Bill Minier, Brown Shoe Company; and 
H. F. Willhite, Brown Shoe Company. 

McLeod Stephens, Johns, Stephens & 
Shinkle Shoe Company, won the hole in 
one championship. Runners up in this 
event included Paul Johansen, Valley 
Shoe Corporation; Roy Ward, Sport 
Specialty Shoemakers, Inc.; Art Sned- 
den, Shoe Product Sales Company; 
Bob Axline, Brown Shoe Company; and 
Bill Gill, Fred A. Lyons & Company. 

In the horseshoes division, Harold 
Darrow, Vulcan Corporation, and Bill 
Steed, Brown Shoe Company, teamed 
up to win first place. Ranking second, 
third and fourth in this contest were 
partners Charles Roth, H. T. Tankers- 
ley & Company, with Ed Flynn, Gay- 
wood Manufacturing Company; Joe 
Sikora, Johnson, Stephens & Shinkle 
Shoe Company, with Paul Golschman, 
Johnson, Stephens & Shinkle Shoe 
Company; Roy Sundling, Brauer Bros. 
Shoe Company, with William Gaitskill, 
Shoe Factory Supplies Company. 

The six-man team which took first 
place in corkball was comprised of 
Gene Barnard, Barnard Shoe Industry 
Supply Corporation; Don Barnard, 
Shoe Maker Fabrics, Inc.; Burton 


Fischer, Mendle Box Wrap & Label 
Corporation; Art Madden, Brauer Bros. 
Shoe Company; Parker Bowman, 
Johansen Bros. Shoe Company; and 
Fred Clausen, H. T. Tankersley & Com- 
pany. 

At the outing, new directors were 
elected for three-year terms. They in- 
clude Robert P. Eberlein, R. P. Eberlein 
& Company; Dwight W. Coultas, 
Dwight W. Coultas Company; J. G. 
Samuels, Jr., Samuels Shoe Company; 
Harry Bennigson, Hamilton Shoe Com- 
pany; and Art Snedden, Shoe Product 
Sales Company. The association roster 
at present has reached a new high, 
with 674 members. 


Geo. E. Keith Promotes 
William Mann to Treasurer 


BROCKTON, MASs.—William A. Mann, 
assistant treasurer of the Geo. E. Keith 
Company here, has been promoted to 
treasurer. This position had been held 
by Jean R. Keith, president of the com- 
pany, who, because of expanded busi- 
ness and increased duties, has found 
it necessary to relinquish the post. 

Mr. Mann, a graduate of Northeast- 
ern University, has had many years of 
experience in the accounting field, first 
with a Boston public accounting firm 
and then as controller of Maplewood, 
Inc., a large New England organization 
engaged in growing, packing and dis- 
tributing poultry. He has been asso- 
ciated with the Keith company since 
1955. 

The Geo. E. Keith Company whole- 
sales Walk-Over and Keith Highlander 
shoes for men in this country and 
abroad and also operates 50 retail shoe 
stores and departments in the U. S. 


West Coast Golf July 24 

Los ANGELES — The annual golf 
tournament and evening bingo party of 
the West Coast Shoe Travelers is sched- 
uled for July 24. Reservations are now 
being accepted and tee-off times as- 
signed, according to Dave Kleinsmith, 
executive secretary of the association. 

Place selected for the event will again 
be the Lakewood Country Club. Tee-off 
times begin at 9 A. M., with an all-day 
session of bridge, gin, and canasta 
scheduled for non-golfers. 

Evening festivities after dinner will 
include a special surprise program at 
8 P.M., followed by an evening of bingo. 
Trophies for the golfers have been do- 
nated by Republic Car-Loading, while 
bingo prizes will be presented by West- 
ern Car-Loading Company. 


New Footwear Firm Bows 


SoMERSWoRTH, N. H. — Hampshire 
Footwear Corporation is the name of 
a new company which has opened here 
to make women’s and teenagers’ shoes. 
Although only 30 workers are employed 
now, a total of 150 is planned as the 
company grows. President is John W. 
Morphy, formerly superintendent of 
the Dover Shoe Company, here. 
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New International Line Branch Managers 


HARRY J. HALL 


St. Louis—Henry H. Rand, president 
of International Shoe Company, an- 
nounced the appointment of general 
sales managers for the company’s three 
general line branches. The positions are 
new ones. 

Harry J. Hall has been named gen- 
eral sales manager for Roberts, John- 
son & Rand division. Charles R. Smock 
was appointed general sales manager, 
Peters division. Howard J. Donahie 
will be general sales manager for 
Friedman-Shelby division. 

Mr. Hall, a veteran of more than 20 
years with International, joined Rob- 
erts, Johnson & Rand’s pattern and 
manufacturing department in 1936. 
Two years later he went on the road 
with the division’s full line, working 
out of Tampa, Fla. 

Discharged a lieutenant colonel, U. S. 
Army, in 1945, Mr. Hall was assigned 
women’s and children’s lines of RJ&R 
with headquarters in Little Rock, Ark. 
In 1953, he was appointed southern di- 
vision sales manager for women’s and 
children’s shoes. 


CHARLES R. SMOCK 


hy 


HOWARD J. DONAHIE 


Charles R. Smock, before joining the 
Peters division, owned and operated his 
own store on the West Coast. In 1946 
he was appointed sales representative 
for that division’s full line in the San 
Francisco area. His appointment as 
northwest division sales manager for 
women’s and children’s shoes came in 
1953. 

Howard J. Donahie, general sales 
manager for Friedman-Shelby division, 
joined the RJ&R division 23 years ago. 
Prior to that time he had been a de- 
partment store buyer for women’s and 
children’s shoes. He joined RJG@R as a 
sales representative in New England 
and New York carrying the general 
line. He was named northern division 
sales manager for the division’s wo- 
men’s and children’s shoes in 1947. 

In making the announcement, Mr. 
Rand said the new appointments is an- 
other move in a series of organizational 
changes aimed at strengthening the 
company’s position in the industry 
through greater emphasis on sales and 
distribution. 





Coffeen Penn-Jersey Man 
For Town & Country Shoes 


New YorkK—William I. Coffeen has 
been named salesman for Town & 
Country Shoes, St. Louis, according to 
Vergil Lipscomb, president. He will 
cover New Jersey and eastern Penn- 
sylvania. 

Before joining Town & Country, Mr. 
Coffeen was associated with Selby 
Arch Preserver covering New England 
and New York State and before that 
was salesman with Coach and Four 
and Schawe Gerwin. He _ replaces 
George Cardoza, who has been ap- 
pointed Town & Country’s New York 
representative. 


M. K. Weil’s 25th Year 


St. Lours—M. K. Weil Shoe Com- 
pany, one of Washington Avenue’s best 
known jobbers and wholesalers, is cele- 
brating this year its 25th anniversary 
in the shoe business. 

In an expansion program to com- 
memorate the quarter-century mark, 
the firm is adding a new and additional 
sample and conference room to its 
facilities. An extra 10,000 square feet 
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of warehousing space has also been 
added in the expansion. 

In addition to the modern, well- 
equipped, air-conditioned establishment 
at 1215 Washington Avenue, the Weil 
operation maintains sample rooms in 
New York and Los Angeles. 

Meyer K. Weil is president of the 
company. 


Nashua Footwear Announces 
Employe Profit-Sharing Plan 


LAWRENCE, Mass. — A plan whereby 
employes will share in the profits has 
been set up by the Nashua Footwear 
Corporation, manufacturers of men’s 
and boys’ shoes here. Sharing in the 
plan in varying degrees will be all 
employes who have been with the com- 
pany for six months or more. 

According to Paul Chedekel, vice- 
president, this is a combination plan. 
Part of the profits set aside will be 
given out as a cash bonus; the re- 
mainder will be placed in a _ profit- 
sharing trust. First bonus to be dis- 
tributed will total $10,000 and will be 
given to employes at the annual Christ- 
mas party. 


U. S. Rubber Unit Makes 
Two Executive Staff Changes 


NEw YorK—Two changes in the ex- 
ecutive staff of the Naugatuck Chemi- 
cal division, United States Rubber Co., 
have been announced by George R. Vila, 
newly elected vice-president and gen- 
eral manager. 

Earle S. Ebers, formerly general 
sales manager, has been appointed as- 
sistant general manager of the division, 
the post previously held by Mr. Vila. 
Harold M. Parsekian, who was assist- 
ant general sales manager, has been 
named general sales manager. 

Mr. Ebers joined the rubber company 
in 1987 as a research chemist in its 
general laboratories. In 1946 he be- 
came plastics development manager for 
the chemical division. He was named 
sales manager for Kralastic and Vib- 
rin resins in 1949, and four years later 
was appointed director of research and 
development for the division. In 1955 
he was named general sales manager. 

Mr. Parsekian joined the rubber com- 
pany in 1949 when it purchased the 
chemical division of Glenn L. Martin 
Co., where he was director of sales and 
technical service. His first post was 
manager of Marvinol resin sales. 


Danvers Shoe Company 
Appoints Sales Manager 


MANCHESTER, N. H. — Vincent J. 
Winkopp of Ellery Lane, Westport, 
Conn., has been appointed sales mana- 
ger of the Danvers Shoe Company, ac- 
cording to an announcement by Walter 
H. Page, president. He will direct na- 
tional sales of the in-stock lines of 
men’s leather slippers and Pound-A- 
Pair casual footwear to the retail 
trade. 

Mr. Winkopp has long been identified 


VINCENT J. WINKOPP 


with retail sales management. He has 
been with the Danvers Shoe Company 
since 1951, in charge of sales in the 
eastern district. Before that he was 
assistant to the president of Spinnerin 
Yarn Company. He also was formerly 
vice-president and sales manager of 
the Oxford Knitting Mills. He is an 
alumnus of Columbia College. 
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Lucky Sales Promotes Its New ‘Rainboots’ 


The snow above was brought in by the prop man on the orders of Charles |. 

Harris, advertising manager of the Lucky Sales Company, Inc., makers of "Rain 

Dears." Mr. Harris is preparing to shoot some photos of the firm's new "Lewis 

Rainboots" being worn for the job by a group of beautiful Hollywood models. 

The "Rainboots" will retail at $2.50 and up. They are of plastic and have a soft, 

clinging and fabric-like finish and come in four heel heights: flat, medium, Louis 
heel and high heel. 





Huskies to Use 12 Magazines 
In 25th Advertising Season 


NEw YorK—This fall, for the 25th 
season, advertising for Huskies and 
Huskie Pups, the children’s line, will 
appear in 12 national magazines with 
a combined readership of 40 million. 
It will be backed by large-space news- 
paper ads in key market areas, the 
Hussco Shoe Company reported. 

The central theme running through 
all advertising will be the Cinderella 
legend. “Be a Modern Cinderella” and 
“Charm Your Prince Charming!” are 
sample copy themes. The ads will be 
dramatized by a store promotion in 
which Huskies will be awarded to cus- 
tomers whose shoe size is the same a: 
that of a glass slipper displayed in 
the window. 

The campaign for Huskie Pups, the 
children’s line, will be based on “the 
Old Woman Who Lived in a Shoe” 
rhyme. It will be backed by a store 
promotion in which youngsters will 
guess the number of “children” in a 
huge plastic shoe. 


Kivie Kaplan Given Degree 


Boston — Kivie Kaplan, vice-presi- 
dent and general manager of the Colo- 
nial Tanning Company, was the recipi- 
ent of an honorary degree of Doctor of 
Humane Letters at the commencement 
exercises of Portia Law School and 
Calvin Coolidge of Liberal Arts. The 
honor was bestowed for his many phi- 
lanthropies in behalf of people of all 
creeds. Mr. Kaplan is also president 
and general manager of the Hartnett 
Tanning Company, a Colonial subsid- 
iary. 
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Compo Appoints Schlueter 
To Assist Vice-President 


WALTHAM, Mass. — Robert H. 
Schlueter has been named assistant to 
John H. Devine, vice-president of 
Compo Shoe Machinery Corporation 
and the corporation’s western regional 
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manager. He will assist Mr. Devine in | 
the direction and management of all | 
Compo’s sales and services activities. | 


ROBERT H. SCHLUETER 


Announcement of the appointment was 
made here by John F. Smith, president. 
Mr. Schlueter, a mechanical engineer, 
is a graduate of the University of Cin- 
cinnati and has been closely identified 
with the shoe and allied industries 
since 1946. He was formerly a vice- 
president of the Vulcan Corporation 
and has been associated with two of 
Compo’s wholly-owned subsidiaries, 
United Wood Heel Company of St. 
Louis, and Compo Shoe Machinery 
Corporation of Canada, Ltd. 


Available in 

Black, Brown, or 

Fawn brushed leather 
with Lively Crepe Soles. 


MANY OTHER STYLES, including RIPPLE 
SOLES® SHU-LOKS.® Men’‘s prices range 
from $8.00-$10.00 and up. 

Famous REG-E-STURD® Boys’ Shoes. Soles 
guaranteed in writing, “4 months wear or a 
free new pair.” Boys’ sizes 1 to 7, widths A, 
B, C, D, E, price about $8.00. Other boys’ 
shoes at lower prices. 


FOOT KINGS MAKE YOUR 
FEET FEEL GOOD 
Get A Pair Today! 


FOOT KING. 


PALMYRA, PA. 


The A. S. Kreider & Son Co. 
Dept. 715, Palmyra, Pa. 


FOOT KING means BUSINESS 
FOR YOU! 











SAVE UP TO 50¢ A PAIR! 


90 DAYS TO PAY! 


Carter’s Kangaroo and Kidskin Shoes 


GOOD 


DEAL FOR WISE DEALERS. 


With savings of 50¢ a pair and 90 days to 


pay on 


famous Carter Kangaroo and 


better-grade Kidskin shoes, the wise dealer 


will get 


well on this annual deal. You'll 


order big and sell the shoes before you pay 


for them. 
Today, maybe? 


TERMS NET 90 DAYS. 


.then repeat the process. 


96 pairs 
- CUSTOMER MAY SPECIFY -—, _— DATE . 


KANGAROO and KIDSKIN 
3ist ANNUAL SALE PRICES 


30¢ per pair off list 
40¢ per pair off list 


50¢ per pair off list 
. KANGAROO 


AND BETTER-GRADE KIDSKIN MAY BE MIXED IN ANY ORD 
See the Carter Man in your territory or aamait the ia today. 


i. @. GREATER 


P. O. Box 30 


COMPANY 


Nashville 1, Tennessee 





Weinbrenner Testing 
German Machines 


MILWAUKEE—Reports that two new 
shoe manufacturing machines imported 
from Germany by the Albert H. Wein- 
brenner Co. could “revolutionize the 
shoe industry” are minimized by Fred 
Wilman, general superintendent of the 
firm. 

“We're just trying to keep abreast 
of new developments in the industry,” 
he said. “These two machines are ac- 
tually nothing new. They are machines 
widely used in Europe for vulcanizing 
leather uppers and rubber soles for 
work shoes.” 

Labor and time saving claims for the 
equipment reported by the local news- 
papers here are discounted by Wilman. 

“They can do a lot of things with 
labor in Europe that we can not, and 
would not care to do over here. Besides, 
it is not realistic to compare European 
and U. S. labor, both from the stand- 
points of productive abilities and pur- 
chasing power. Wages are low over 
there, comparatively speaking. They 
need low-priced work shoes that the 
people there can afford to buy. Why, we 
turn out some work shoes here that re- 
tail for $20 a pair—that’s a month’s 
wages for a lot of working people over 
there.” 

The two hydraulically operated 
“Desma” machines were made in Brem- 
en, Germany. Mr. Wilman and Ed- 
ward Ott, another Weinbrenner execu- 
tive, observed the equipment on several 
recent tours through Europe. 

“We decided to bring back a couple of 
them for experimental purposes,” said 
Mr. Wilman. “We expect to ‘play’ with 
them for six months or so to see what 
can be done with them. Our purpose in 
importing the equipment is to check 
whether or not they can be effectively 
fitted into our plant operations. If so, 
we may try to do something with them.” 

The machines currently are en route 
to the firm’s Merrill, Wis., plant where 
they will be taken down and put to- 
gether several times by Weinbrenner 
equipment experts. Following a lengthy 
period of study, they will be shipped to 
the Antigo, Wis., plant for possible 
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Danvers’ ‘Stag Slipper’ Nominated for Contest Award 


This Danvers Shoe Company casual, 


"Stag Slipper," has been nominated for 


an award based on versatility and use potential. 


MANCHESTER, N. H. — The “Stag 
Slipper,” top-selling casual manufac- 
tured by the Danvers Shoe Company, 
has been nominated for an award in 
the sixth annual Hess Brothers Versa- 
tility in Design and Use Contest, ac- 
cording to an announcement from Max 
Hess, Jr., president of Hess Brothers, 
Allentown, Pa., department store. 

Awards in the form of plaques will 
be presented to the best multiple use 
products in the competition under eight 


categories including men’s 
furnishings and sportswear. 

The “Stag” has been nominated for 
a prize because of its versatility in 
styling and construction, which permits 
both indoor and outdoor casual wear. 
The slipper was said to adapt the best 
features of styling. It is made of deer- 
skin with a soft flexible belting leather 
sole. The deerskin is washable with 
soap and water and zephr-like in weight 
for use in travel. 


clothing, 





use on the firm’s production line. 

What effects could the adaptation of 
this type of hydraulic vulcanizing ma- 
chinery in domestic shoe plants have 
upon retail sales? 

According to Fred Wilman, “If we 
can come up with a leather work shoe 
with rubber soles that is truly water- 
proof there could be a big market for 
it. Especially if, through these ma- 
chines, the cost of production could be 
sliced. There are a lot of people work- 
ing in wet jobs, and such a ‘wet shoe’ 


would be more comfortable than wear- 
ing both shoes and rubber boots all day 
long on the job.” 


Arakelian Takes More Space 


HAVERHILL, Mass.— The Arakelian 
Company, manufacturers of juvenile 
shoes, has taken over two floors of the 
vacant Laird, Schober Shoe Company 
factory on Duncan Street, this city. 
Arakelian formerly occupied factory 
space at 84 Wingate Street. 
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RECORDER June 15 Issue Featured in St. Louis TV 


St. Louis—One of the special pull- 
out pages from the Anniversary Issue 
of BOOT AND SHOE RECORDER was used 
on a local TV show here on July 5. 

The pull-out, between pages 136 and 
143 of the June 15 issue, depicts signif- 
icant styles in men’s shoes and apparel 
from 1882 to 1957. It was exhibited as 
part of the Charlotte Peters Show on 
KSD-TV. Several representatives of 
the St. Louis shoe industry were in- 
vited to participate. 

Actual pairs of women’s shoes from 
the 1882-1905 era were used as part 
of the demonstration of the evolution 
of fashion in women’s shoe styling. 
Charlotte Peters, as mistress of cere- 
monies, was presented with pairs of 
the new pointed toe pumps, St. Louis 
made. She spoke briefly of the quantity 
of footwear coming out of the area, and 
listed pairage production at 100 million 
annually. 

St. Louis shoe executives who were 
part of the TV show included Lester V. 
Tober, Tober-Saifer Shoe Manufactur- 
ing Company, president of the St. Louis 
Shoe Manufacturers Association; 
Arthur Gale, executive secretary of the 
St. Louis Shoe Manufacturers Associa- 
tion; Alex Smith, Weber Shoe Com- 
pany; John Walsh, Camille Designs, 
Inc.; Jim O’Fallon, Accent Shoe Com- 
pany; John Batterton, Vitality Shoe 


Company; Archie Bregman and Joe 
Bradley, Brown Shoe Company; Al 
Shank and Gene Roessel, Wohl Shoe 
Company; Harry Bennigson, Hamilton 
Shoe Company; Ray Kohn, Wolff Shoe 
Manufacturing Company; Stanley 
Olschwanger, Stanley Shoe Sales Cor- 
poration; Julian Samuels, Jr., Samuels 
Shoe Company; Paul Johansen, Valley 
Shoe Corporation; Roger Johansen, 
Johansen Brothers Shoe Company, Inc.; 
Ted Shaw, Brauer Brothers Shoe Com- 
pany; and William Kaplan, Carmo Shoe 
Manufacturing Company. 

Representing shoe retailers from St. 
Louis were George Potashnick, Stix, 
Bear & Fuller; A. C. Warren, Scruggs, 
Vandervoort, Barney; and Leo Hen- 
schel, Famous-Barr Company. 


Paul Roberts to Manage 
Easy Goer for Travel Master 


BostoN—Travel Master Shoemakers, 
Inc., has named Paul Roberts manager 
of the Easy Goer line of women’s 
shoes. Mr. Roberts formerly was man- 
ager of the Easy Goer and Styleez 
divisions of the Selby Shoe Company 
of Portsmouth, O. Both of these divi- 
sions were recently bought by Travel 
Master Shoemakers, a division of the 
A. Sandler Company. 

Mr. Roberts plans to add new pat- 





is to New Process 
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1604 So. Flower St.* Los Angeles 15, California 
Warehouses: New York and Chicago 


terns to the Easy Goer line while re- 
taining some of the most popular styles 
and will also develop a new resort line 
which will be introduced in August. 
Several salesmen previously asso- 
ciated with the Selby Shoe Company 
are continuing to represent the new 
company in their respective territories. 
They include C. W. Ritter, Thomas J. 


PAUL ROBERTS 


Reilly, Neal Thompson and George 
Stein. Mel Aaronson, a new member of 
the sales staff, covers New England. 

The newly-created Styleez division of 
Travel Master Shoemakers will con- 
tinue to be operated in Auburn, Ne., 
also retaining the same personnel in 
many cases. 
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One of America’s Finest Resources for 


* SAMPLES 
* JOB LOTS 
* CANCELLATIONS 


Branded Shoes- first quality 
from outstanding makers 


IDEAL FOR 
Cancellation Stores 
Drive Ins 

Bargain Basements 


79-81 READE STREET 
Adiress 


NEW 
ALBARISHOE .- 


YORK 7 


Phone WOrth 2 

















HANDLERS 





LONG ARM* 


ISN'T 





THIS WAY 
BETTER? 


Long Arms reach the shoes on the high shelves 
before you can go for a ladder or stool. 

No climbing, no falls. Long Arms with handles 
24°", 36", 48". 60". $3.50. With 72" handles, 
$4.50 postpaid in U. §. A. Satisfaction guar- 
anteed. Specify handle length desired and if 
for men's or women's boxes. Your jobber or 


CARL BEEMAN | 
Cedar Heights Road Stamford, Conn. | 





JOBS 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


BARES thesis 


CANCEL LATION 
79-81 READE ST., 


Walia! 
SHOES 


N. Y.7 + WO 2-5180 





ORTHOPEDIC FOOTWEAR 





ORTHO PLANITORS 
ORTHO “TALIPES 


Prescription footwear for 
children, formerly sold by 
W. B. Coon Co., Rochester, 
are now available 
exclusively from 


Maurice J. Markell Shoe Co., Inc. 
332 South Broadway 
Yonkers, New York 





Lone Star Boot Appoints 
Harry Cooper Vice-President 


DALLAS—The appointment of Harry 
A. Cooper as vice-president and sales 
manager of Lone Star Boot Company, 
a division of the Ranger Boot and Shoe 
Manufacturing Company, was an- 
nounced by J. A. Williams, president. 
The company manufactures a complete 
line of cowboy and western boots. 


HARRY A. COOPER 


Mr. Cooper comes to his new appoint- 
ment with 19 years’ experience at 
Sears, Roebuck and Company, Chicago. 
Eleven of these years were in the com- 
pany’s shoe buying headquarters for 
its retail] stores and mail order plants. 
Since 1952 he was buyer of all cowboy 
boots for the huge retail and mail or- 
der firm. 

Prior to joining Sears, he was asso- 
ciated with Ruthrauff and Ryan, Inc., 
and with the J. Walter Thompson ad- 
vertising agencies in Chicago. 

The Lone Star Boot Company, a re- 
cently-organized selling division of the 
Ranger Boot and Shoe Manufacturing 
Company is planning an aggressive 
sales promotion campaign which will 
include consumer and dealer advertising 
in both newspapers and magazines. Mr. 
Cooper’s appointment marks an expan- 
sion in the division’s activities. Lone 
Star manufactures children’s boots in 
a $4.95 to $12 retail price range and 
adult boots from $12 to $23, retail. 

Its sales force is now being expanded 
to cover all the southwest and western 
states to sell the Lone Star line of 
popularly priced men’s, women’s, boy’s 
and children’s cowboy boots. 


Open R J & R Sample Room 


St. Lovuis—Sidney Bobbe and Sol 
Levy have opened a permanent sample 
room in New Haven, Conn., for dis- 
playing the complete line of shoes dis- 
tributed by Roberts, Johnson & Rand 
division of International Shoe Com- 
pany. 

The new sample room, located at 
1234 State Street, will feature Poll- 
Parrot, Trim Tred, Rand, Randcraft 
and Star Brand shoes. Mr. Bobbe and 
Mr. Levy represent RJ&R’s northeast 
sales division in the Connecticut area. 


Baldridge Named to Head 
Friendly-Acrobat Division 


NASHVILLE — Friendly-Acrobat Shoe 
Company, division of General Shoe, is 
expanding into a separate branch oper- 
ation and henceforth will be headed by 
Howard Baldridge as president, Matt 
Wigginton, General Shoe vice-president 
announced. 

Mr. Baldridge has been division man- 


HOWARD BALDRIDGE 


ager of Dominion Shoe Company, large- 
volume shoe operation of General Shoe, 
serving big mail order houses and 
chains. He joined General Shoe Janu- 
ary 1, 1940, as a correspondence clerk 
in the Nashville headquarters office, 
served later in the advertising depart- 
ment and as assistant manager of ex- 
port-import. 

Mr. Baldridge joined the Jarman 
sales division of General Shoe in 1943 
and represented it in Tennessee and 
Kentucky for four years. Then he was 
promoted to become division manager 
of the company’s Dominion Shoe Com- 
pany, which position he occupied until 
being made president this week of the 
new Friendly-Acrobat branch. 

Mr. Wigginton said that growth of 
the Friendly and Acrobat lines, the 
former for teens, the latter for juve- 
niles, had been such in recent years 
that it now became necessary to con- 
stitute it as a larger and separate 
branch organization for wider and bet- 
ter customer service and to coordinate 
it with the manufacturing plants to 
permit still further expansion. 


Lynn Awaits New Shoe Plant 


LYNN, MAss.—First new shoe fac- 
tory to be built in this city for many 
years is that of Schwartz and Benja- 
min, Ine., ground for which was broken 
early in June with completion sched- 
uled for about the first week in October. 
At that time the company will move 
from its present quarters on Washing- 
ton Street to the new factory which 
will be much larger. 

The new factory is being erected on 
land once owned by the city near Fraser 
Field. Cost is estimated to be about 
$500,000. The company manufactures 
women’s high style shoes. 
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North & Judd Appoints 
Two Sales Representatives 


New Britain, CoNN.—North & Judd 
Manufacturing Company has appointed 
two sales representatives. George T. 
Post will man the Boston office, while 
Ralph K. Margelot will be Chicago 
representative, according to Ivan L. 
Smith, vice-president and general sales 
manager. 


RALPH K. MARGELOT 


GEORGE T. POST 


Mr. Post will cover the territory of 
Connecticut, eastern New York State, 
western Massachusetts, western Rhode 
Island, and the metropolitan area of 
Boston. 

Mr. Margelot has been with the com- 
pany since early 1956. He has com- 
pleted training courses in the New 
Britain plant and in the Wilcox-Crit- 
tenden division in Middletown. Prior 
to his recent assignment to the Home 
Office Sales division, he did field selling 
for Con-Torq, Inc., a subsidiary of 
North & Judd. The firm makes fasten- 
ers and metal trimmings for wearing 
apparel and industrial uses. 


Named to Head Split Division 
Of Irving Tanning Company 


BostoN—Samuel Davis has been ap- 
pointed sales manager of the split 
division of the Irving Tanning Com- 
pany, here. Mr. Davis was with the 
Irving Tanning Company prior to 
World War II and since then he has 
been associated with several well known 
leather companies. 

After the war, Mr. Davis served 
eight years with the Colonial Tanning 
Company in various positions including 
those of sales manager of the split 
division and sales manager of the hand- 
bag division. He comes to Irving from 
Chilewich & Sons where he was in 
charge of imported leather sales for 
the New England area. Before that he 
was sales manager with the former 
Archie Kaplan Leathers. 


National Shoe Branch in NYC 


Boston — National Shoe Products 
Corporation has opened a branch sales 
office at 799 Broadway, New York, ac- 
cording to Willard Howard, president 
of the company. The new office is staffed 
by Brendan Coyne who has represented 
National in New York City, Brooklyn, 
New Jersey and southern Connecticut, 
and Ted Shea, a newly-appointed sales- 
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man who has had long experience in 
the sale of shoe manufacturing supplies. 


Named to Head National Sales 
By Kiwi Polish Company 

Pottstown, Pa.—Jay Francis Smith, 
Jr. has been appointed national sales 
manager of Kiwi Polish Company, Ltd., 
American division, it was announced 
by Lawrence Emley, president. 


JAY FRANCIS SMITH, JR. 


Mr. Smith was in the service of the 
FBI where he was special agent until 
1951. Prior to joining Kiwi he was as- 
sociated with Goodyear Tire and Rub- 
ber Company and later became district 
manager of the film division of Olin 
Mathieson Chemical Corporation, New 
York. 

He attended 
and received an M. 
Temple University. 


Harvard University 
S. degree from 


Has Method to Halt Crocking 


CHARLESTOWN, MAss. — For many 
years manufacturers of suede shoes 
have had to contend with the major 
problem of crocking, or the rubbing off 
of coloring from leather on to other 
materials. The problem can now be 
readily eliminated by treating the 
skins with special sprays before cut- 
ting, according to Dominic P. Ciaccio, 
chief chemist of Paule Chemical Cor- 
poration, here. 

Paule Chemical, which maintains 
branches in Montreal, Canada and 
South Africa as well as the U. S., has 
developed a spray which retards crock- 
ing and also improves color. 

Pretreatment of the skins in this 
way makes handling easier in terms of 
labor and time. Operators handling 
the shoes in the factory do not get 
their hands smeared and the racks are 
left cleaner, the firm said. 

Mr. Ciaccio also recommends spray- 
ing the shoes when they reach the 
packing room with a colorless all-pur- 
pose Suede Spray. 

These methods of treatment are con- 
sidered a major advance towards the 
prevention of crocking, while at the 
same time keeping the suede leather 
soft and eliminating the fear of rejects 
and returns due to the staining of 
light colored linings. 
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ONE out of EVERY FOUR 
have some sort of Shoe Trouble 


Even people in the shoe business are not 
immune. And that’s where we come in. 
For over thirty years the Foot-so-Port folks 
have been up to their ankles in research 
but that’s already shoe-making history. We 
set out to make the most comfortable shoe 
in America and we're doing just that today. 
But don’t take our word for it. . . it’s the 
thousands and thousands of satisfied cus- 
tomers, who wear them year in and year 


| out that present a walking testimonial all 


over America. 


@ Feature this exclusive line and 
give your customers more quality, 
more comfort ... more for their 
money. 


FOOT-SO-PORT SHOES 


Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 


The Label with 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


*trade mark 


BARRETT & COMPANY, INC, 
NEWARK, NEW JERSEY 




















For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 
Largest Stocks All Price Ranges 


Fine > 
MOSINGER-COHN 


St Lovis 3, Mo 


Lowest Prices 





qgton 





CANCELLATIONS 
COME TO PHILADELPHIA 


YOUR OPPORTUNITY TO BUY SHOES 
AT LOWER PRICES DUE TO 
OUR LOW OVERHEAD 


BEST KNOWN BRANDS IN AMERICA 
MEN'S WOMEN'S CHILDREN'S 


M. L. C. SALES CO. 
48 N. 3rd St. Philadelphia, Pa. 
MArket 7-0823 
WM. CEASAR MARCUS LUBER 








DISPLAY FIXTURES 








WROUGHT IRON AND 
BRASS SHOE FIXTURES 


e 
WRITE FOR OUR NEW CATALOG 


N-DEE DISPLAY FIXTURES 


Designers — Manufacturers 
816 N. MILWAUKEE AVENUE, CHICAGO 22, ILL. 











| Nautilus 





Citations Executive Resigns 


SOMERSWORTH, N. H.—Arthur Ben- 
der has resigned from the executive 
staff of Citations, a division of Somers- 
worth Shoe Company here, and will 
move to the West Coast. Mr. Bender’s 
duties as sales manager of the company 
have been taken over temporarily by 
Fred Tanzer, president. 
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Government Footwear Chief 


_ Now Convalescing in Boston 


BostoN—Following partial convales- 
cence ina U.S. Air Force hospital near 
London, Russell A. Walkey, chief of the 
Footwear and Handwear Branch, 


| Quartermaster Research and Develop- 
| ment Command, has been brought back 


to this country. 
He is now a patient in the United 
States Public Health Hospital at 77 


| Warren Street, in the Brighton section 


of this city. 
Early in May, while doing footwear 


| research abroad, Mr. Walkey was 


stricken with cerebral thrombosis. Hos- 
pital authorities here have ruled that 


| Mr. Walkey can have no visitors. They 
| suggest, however, that cards will be 


welcome reminders of friendship. 


| Honor Irving Drew V-P 
| For Work Aiding Ill Children 


NEw YorK—Nathan J. Levy, vice- 
president of the Irving Drew Corpora- 
tion, Lancaster, O., was honored at 
a testimonial dinner recently at the 
Hotel, Atlantic Beach, 
Long Island. The affair is sponsored 
by the Nassau Guild, Inc., of the five 
towns of Nassau County, Lawrence, 
Cedarhurst, Woodmere, Inwood and 


Hewlitt. 


The Nassau Guild is a branch of the 


| National Guild for the Mentally and 


Emotionally Disturbed Children and 


| Mr. Levy is being honored for his ac- 
| tivities on its behalf. Funds raised at 
| the dinner will go towards erecting a 
| new clinic. 
| torney for Nassau County, will be the 


Frank Gulatto, district at- 


toastmaster. 


Simon Assistant Manager 
Tyer’s Consumer Products 


ANDOVER, Mass.—Tyer Rubber Com- 
pany announced the appointment of 
Fred J. Simon as assistant sales man- 
ager of its Consumer Products di- 
vision. 


Mr. Simon was formerly Midwest 


FRED J. SIMON 


district manager. He succeeds Philip 
L. MacLean. Mr. MacLean has been 
appointed resident manager of Plasti- 
mold Incorporated, Middleport, N. Y.; 
a plastic footwear company recently 
acquired by Tyer. 


Hampshire in Production 


SOMERSWORTH, N. H.— The Hamp- 
shire Footwear Corporation, a new 
firm headed by John W. Murphy of 
Gonic, president, began production of 
women’s and teenage shoes here July 1. 

The company started operations with 
30 workers and hopes eventually to 
build up to a total of 150 employes. 





Tingley Rubber Honors Its Top Distributor 


J. M. Wallace, left, newly-elected director of the Tingley Rubber Corporation, 
presents his company's plaque to Bernard Roth, center, and Vincent Cerullo, 


right, 


representatives of Lyons and Company, 


which Tingley honored as its 


top distributor for 1956. Mr. Wallace asserted wholesale distribution is increasing 
its role in American marketing. 
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SALESMEN WANTED 


SALESMEN WANTED 





SALESMEN WANTED 





MEN’ S SHOE SALESMEN with established 
following can greatly increase income and be 
of service to customers with fine line of Men's 
and Boys’ foam cushioned scuffs and T. V. Slip 
pers. Retail $2.95 to $5.95 with good margin of 
profit. Carries in one small case and sells quickly. 
Commissions paid weekly. Give sales experience, 
territory being covered. Correspondence confiden- 
tial. CULVER MFG. CO., INC., Erin, Tenn. 


SALESMEN WANTED FOR EXCELLENT 

LINE of In-Stock Popular Price Children’s 
Shoes for South, New York State, Western 
Pennsylvania. Long established firm. Liberal 
Commission. All replies confidential. Reply to 
Box 18, Boot and Shoe Recorder, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





POSITIONS WANTED 











OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 











|N-STOCK LINE OF POPULAR» PRICED 

WORK SHOES. Minnesota, Indiana, North 
and South Dakota, Nebraska, Ohio, Kansas 
and Southwest States. Attractive commission. 
UNION SHOE MFG. COMPANY, Sheboy- 
gan, Wisconsin. 





POSITIONS WANTED 








TWISPERS 


Whisper soft and feather light women's 
scuffs and house slippers. Styled for fast 
selling. Line strong enough to support 
good full time representative but small 
enough to be easily carried as sideline 
Samples weigh approx. 10 pounds. Ideal 
for salesman cal! ling on shoe stores 
hosiery depts, and slipper bars. Retail 
$1.95 to $4.95. In-stock service. Comm. 
paid weekly. Give sales experience, ter- 
ritory being covered, correspondence 
confidential. 
CULVER MFG. CO., INC. 
Erin, Tenn. 














Operation. Excellent references. 





EXPERIENCED RETAIL EXECUTIVE 


Executive with 25 years’ retail shoe experience in Buying, Merchandising and 
Advertising. Experienced in Directing Large Retail Volume and Multiple Store 


Reply to Box 30, BOOT and SHOE RECORDER, Chestnut & 56th Sts., Philadelphia 39, Penna. 











FOR SALE 


FOR SALE 





s 000 PAIRS LADIES’ LEATHER 
’ SPRING METATARSALS, size 4 to 
8. Retails $1.25 a pair. Will sell all for 5¢ 
a pair. Inquire: TISHMAN, 333 Jackson Ave 
nue, Jersey City, , a 


DRIAN SPECIAL X-RAY FITTING MA- 

CHINE, Automatic Model, Excellent Condi- 
tion. Shillington Shoe Store, 103 West Lan 
caster Avenue, Lancaster, Pa. 


p% RAY MACHINE, SIMPLEX, late model 
with Timer. Used very little. Make offer. 
SENFT’S SHOES, Spring Grove, Pa. 


F YR SALE: IN CENTRAL CONNECTICUT 

CITY Women’s Shoe Store, better grades. 
Children’s shoes can be added. Excellent room 
in 100% location. A fine opportunity for big 
sales. Reply to Box 29, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


FoR SALE: WOMEN’S AND CHILDREN’S 

SHOE STORE. Excellent potential; Located 
in heart of irrigation farming area. Sell at in- 
ventory, Approximately $9,000. Write: Rudolph 
Johnson, Muleshoe, Texas. 











SIDELINE SALESMAN WTD. 


SMA ART 





LEATHER BOWS; SHOE ORNA 
NTS and FOOT SOX. Pocket size sam 
ples. yp be he offers highest commission. 
Reply to Box 556, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna 


IDELINE SALESMEN WANTED to sell 

New Women’s Hosiery Style designed and 
recommended by Chiropodists. Is best sold by 
shoe stores. Many outstanding stores in East 
and West Coast are now handling the stocking 
Middle West, Southeast and Southwest terri- 
tories are open. 5% commission, no draw. 
Convincing sales presentation furnished. Not 
difficult to sell opening order, and repeat busi- 
ness follows. Write qualifications to Box 966, 
Boot and Shoe Recorder, Chestnut & 56th Sts., 
Philadelphia 39, Penna. 





MERCHANTS’ NEEDS 


CHIL- 
details. 
Building, 





EW PREMIUM FOR OLDER 

DREN, just released. Write for 
BLOCH and “apenas 1010 Euclid 
Cleveland, Ohio. 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising 
is payable in advance 








Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 
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Please check if box No. is Wanted [] 


Enclosed is Check 0 
Money Order (1 
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HELP WANTED 





MANAGERS, ASSISTANT MANAGERS: 

Openings now available to join Well Estab- 
lished Children’s Shoe Store group (4 suburban 
stores), in Washington, D. C., area. We are 
a high-grade organization specializing in regu- 
lar and Corrective Footwear for Children Only. 
Excellent salary with added bonus arrange 
ment. Replies confidential. Write details to 
D. A. LOWENTHAL, President, Daniels Boot- 
ery, Ellsworth Drive, Silver Spring, Maryland 





MFRS. REP. WANTED 





ANTED MANUFACTURER’S' REPRE- 
SENTATIVE to sell twisted, Welt, Shuttle 
and Lockstitch Cotton and Synthetic Thread. | 

Protected territory, Attractive Commission. Es 
tablished 23 years CONSOLIDATED 
THREAD MILLS, INC., 192 Anawan Street, 

Fall River, Mass 


Endicott Johnson Starts 
Suggestion System Awards 


ENpIcotr, N.Y.—A suggestion system 
paying cash awards up to $5,000 was 
put into effect by Endicott Johnson 
Corporation in July. 

Eligible to participate in the program 
are all active employes of shoe plants 
and tanneries, with the exception of 
officers and directors, general managers 
and their assistants, superintendents 
and assistants and members of the sug- 
gestion committee. 

Carl Molter, safety director of the 
company, has been named coordinator 
of the new suggestion program, which 
seeks to encourage employes to suggest 
better methods, machinery, greater 
economies and prevent accidents. 

Eight suggestion committees have 
been set up, six handling suggestions 
from shoe plants, one handling adminis- 
trative ideas and one dealing with 
leather processing. 

Suggestion blanks are designed so 
that investigators and the suggestion 
committee will not know the name of 
the person making the suggestion. 

The minimum award for an accepted 
suggestion is $10. Final approval for 
awards over $300 must be given by 
specified executives. When a suggestion 
is not accepted, the superintendent ex- 
plains the reason to the employe. 

Awards are approximately 10 per 
cent of the estimated net saving for 
the first year after deducting the cost 
of equipment. 


Sibulkin Suspends Operation 


MANCHESTER, N. H.—The M. Sibul- 
kin Shoe Company, which has been in 
business here for more than 30 years, 
has suspended operations. The company, 
which employed about 350 workers, 
manufactured a line of volume-priced, 
high style shoes for women. Morris 
Sibulkin, Jr., president of the company, 
is quoted as saying that the action was 
taken because of conditions “beyond 
the company’s control.” Products of the 
company were sold to wholesalers and 
chain stores. 
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Maker of Women’s Shoes 
Goes Out of Business 


HAVERHILL, MAss.—Kesslen Broth- 
ers, Inc., has closed its factory and is 
now liquidating the business. The com- 
pany, a family-owned corporation, 
made a line of volume grade women’s 
shoes and had been in operation here 
for about 25 years. These shoes were 
distributed mostly by chain shoe stores 
and department stores. 

In confirming reports of the liquida- 
tion, Walter M. Espovich, company 
counsel, said the firm could no longer 
remain competitive in the grade of 
shoes which it had been manufacturing. 
Approximately 200 men and women 
employes have been thrown out of 
work. 


Bardon & Company Named 
To Represent Rau Fastener 


CINCINNATI—Paul A. Bardon & Com- 
pany of 3123 Madison Road, this city, 
have been appointed sales and service 
representatives for Rau Fastener Com- 
pany and Rau Findings Company. 


PAUL A. BARDON 


The organization, headed by Paul A. 
Bardon, will cover the states of Ken- 
tucky and Ohio. In addition to servic- 
ing Rau Fastener automatic snap fas- 
tener attaching machines in the desig- 
nated area, they will carry Rau’s com- 
plete line. 

Generally speaking, any small metal 
parts that can be made in eyelet ma- 
chines, power presses or transfer 
presses have been added to the new line. 


Juvenile Shoe Wins Award 


Cuicaco—The Juvenile Shoe Corpo- 
ration of America, Aurora, Mo., was 
among the recipients of the National 
Safety Council’s 1956 Public Interest 
Award. The company’s advertising 
campaign was cited by the Council as 
an exceptional service to safety. 

The shoe company ran two 275-line 
advertisements in 455 newspapers, tie- 
ing in safety instructions to school 
children with the sale of children’s 
shoes. A back-to-school safety message 
was carried on 1,475 window cards ap- 
pearing in shoe stores. 
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TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women's and chil- 
dren’s shoes. Complete shoe stores con- 
sidered. 

TOPPS SHOE STORE 

4112 BERGENLINE AVE. 
UNION CITY, N. J. UNion 3-6413 














DISPLAY FIXTURES 








NOW! YOU CAN USE THE EDGE 


OF THE GLASS SHOE DISPLAY CLIPS 


x 


CLEAR PLASTIC 





CAMERON CO. DISPLAYS 
$30 per doz.500 Echo Lane, Glenview, Hl. 
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—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 
T= has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ade 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ez- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 
oo. eo oe oe ae te a oe ae me a 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 


342 Madison Ave., New York City 
Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 














Foam in New Thickness 


STAMFORD, CONN. — Hewitt-Robins, 
Inc., here announced that Restfoot, a 
latex foam rubber product used in in- 
nersoles, will be offered in new thick- 
nesses of %” and 1%” replacing the 
standard thicknesses of 1” and 1-%”. 
The thinned gauge is designed to elim- 
inate splitting by the convertor. 
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OH DOCTOR! OH DOCTOR! 


Come over quick! 


BETTER 
CALL “UNCLE” 
LOUIS 





CASH 
TOP prices 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women’s and children’s shoes. 








Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since °32 
“While in Town See Weil” 


Fer the answor—phone or write 


LOUIS CAMITTA & SON 
#1 READE ST., NEW YORK, N. Y. 


2-5063 
formerly with S. CAMITTA & SONS 





MOSINGER- COHN 


1235 Washington St. Louis 3, Mo 














Quick decision on your offers of Sioa and 


F A q § S$ surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


> Tel: WOrth 2-5180 \N 
MMMZZ@@™@¢’M™|uté«’lld 





WE BUY 


Your BRANDED 
and DISCONTINUED 
SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 





THE NATION'S FINEST 
CANCELLATION SHOES 


79-81 Reade St. + New York 7, aa Y. 








WE PAY MORE a WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 




















ws vs R. PAYS THE uMIT ARRONSON 


COMPLETE SHOE STOCKS A PAYS MORE 


, LEASES ASSUMED 
Phone or wire | OTS & CLOSEOUTS 
collect YOUR NAME PROTECTED S | sic “4 ames aun PROTECTED. 

















B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 





Ben LaMonica 
Ralph Vogel 











MORRIS BAYROFF 


formerly with M & R Shoe Co. 
IS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 


Leases Assumed 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 
101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 

















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 Ne. 4th S Phila. 6, 
Phone: WA 5-9533—WA 5-9927 

















MY HOBBY 
Buying, Selling Shoes for 37 Years 
CASH TOP PRICES 


For Discontinued Stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 





LEASES ASSUMED FOR OPERATION 
NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 
122 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 











Telephone: WOrth 2-896! Beekman 3-767! 
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for 

e closeouts 

e surplus 

e discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc. ¢ BE 3-7290 
146 DUANE ST., N.Y. C. 





International Plant Personnel 


St. Louts—Denzi] A. Marsh, former 
assistant superintendent of Interna- 
tional Shoe Company’s Sullivan, Mo., 
plant, has been transferred to the 
firm’s home office in St. Louis as an as- 
sistant to the general merchandise man- 
ager of the women’s general division. 


é* 


DENZIL A. MARSH ROBERT G. BRAMMIER 


Mr. Marsh is a native of Roodhouse, 
Ill., and was first employed by Interna- 
tional’s Queen Quality division as a 
clerk in 1940. He has served as as- 
sistant superintendent at Sullivan since 
1954. 

Succeeding Mr. Marsh as assistant 
superintendent at Sullivan is Robert 
G. Brammeier, a former cutting de- 
partment foreman. His past duties 
since joining International in 1921 have 
included quality supervision, produc- 


FIRST CHOICE 
WITH 

TOP RETAILERS 

AND 


REAL BOYS 


ALSO MAKERS OF 


MOUNT JOY 


— nit 
pane 
—_—_—_ 
(Gi, a3 


Tue aut Bors Action #08 
GERBERICH-PAYNE SHOE Co. 


tion, industrial relations, and instruct- 

ing new cutters. 
Appointments of Mr. 

Mr. Brammeier became 


May 1. 


Marsh and 
effective on 


Mel Preston Names Deich 


BROOKLYN, N. Y. — Arthur Sonny 
Deich of Dallas, Tex., has been named 
by the Mel Preston Shoe Corporation 
to represent it in the Midwest and 
Southwest, it was announced by Pres- 
ton Beyer, president of the firm. Carl 
B. Mason was appointed to handle the 
West Coast territory. Mr. Mason was 
formerly associated with LaValle, 
while Mr. Deich, said Mr. Beyer, has 
been associated with the manufacturing 
and selling of shoes for the past 30 
years. 


Stewart Joins Acme Leather 


PrABopy, Mass.—Acme Leather Com- 
pany announced the appointment of 
Harold I. Stewart of Milwaukee, as its 
sales agent in the Chicago-Milwaukee 
territory. Mr. Stewart has been calling 
on the trade in this area since 1932. 
He will represent Acme’s Mel-O-Tan 
Glove, Softee, and Specialty lines in 
this area, as well as in Minnesota, 
western Michigan, northern Indiana, 
Illinois, and Wisconsin. Mr. Stewart 
will be assisted by his associate, Allen 
‘Shackelford. 





PENNSYLVANIA 








Brown Shoe Schedules 
Special Girls’ Ad Campaign 

St. Louts— Brown Shoe Company 
announced that three of its brands will 
begin special advertising campaigns in 
Seventeen Magazine this fall in a move 
to capture the youth market. 

The brands are Glamour Debs, Rob- 
inettes, and Westports by Life Stride. 
According to Louis J. Schaefer, gen- 
eral sales manager of the company, the 
advertising will be tailored specifically 
for the 8,500,000 girls of Amerca who 
are between the ages of 13 and 19. 

According to Mr. Schaefer, Seventeen 
is read by one out of every three teen- 
age girls in the country and these 2,- 
800,000 every-issue readers spend more 
than $172,000,000 each year on shoe 
wardrobes. Brown Shoe Company’s 
schedule calls for 10 pages, with addi- 
tional ones to follow. 


Boston Fall Market Set 


BostoN—Sponsored by the New Eng- 
land Shoe and Leather Association, the 
Advance Spring Shoe Market Week will 
again be held here this fall. The show- 
ing, designed for the benefit of manu- 
facturers who have southern and west- 
ern wholesale and volume accounts, 
will open September 29. Closing day 
will be October 3. Spring styles will 
be on exhibit at the Hotels Statler and 
Touraine. 


_ The country’s only complete, concentrated line 


of men's and boys’ casvals! 


NATIONALLY ADVERTISED 
IN-STOCK 
STYLED AND PRICED TO 
SELL IN VOLUME 
$5.95 — $8.95 


manufactured and distributed exclusively by 





Cosylloos 


RIPPLE GRAIN OXFORD 
All brown, brown & white 





black & white 
Sizes 5 to 9 
Widths A to E 


WRITE TODAY 








797 W. SMITH STREET « 





G. W. CHESBROUGH, INC. 


ROCHESTER 6, N. Y. 
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to a ol 
start with 


GODING 


A cyclist takes as much pride in 
his boot as he does his machine. 
To a military man, the boot adds 
the finishing snap to the uniform. 
And to the boot seller, it’s the 
Goding “Wellington” boot that 
adds the profit, because it’s the 
preferred boot. 

This fine boot is built to the 
exacting specifications of the Aus- 
tralian aviators who originated it. 
Like all other famed Goding boots, 
all sizes for men and boys feature 
Goodyear Welt Construction. The 
careful attention paid to every 
glamorous detail sells a customer 
not just once, but from now on, 
because they deliver more style 
and wear for less money... 
with a full mark-up for you. 


Write today for free 
full-color catalogue of the 
entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





United’s Welt and Seam Rubbing Machine 
~— sets an entirely new standard of quality 
N Oo W for flanging out welts and reducing inseams. 


In place of the old ‘‘beating’’ principle this 
R U B W e | t Ss new machine uses a high speed rubbing 
action, rapidly and uniformly flanging out 


and Inseams the welt and reducing the height of the inseam. 
Welt slashing is no longer necessary. 
S mM O O t h Excellent preparation for sole laying, rough 
rounding and Goodyear stitching is assured. 


Ask your United branch for details. 
C58 
i 
\ 














(6/C Welt and Seam 
Rubbing Machine 
— Medel A. Rub- 
bing head rotates Y 
at 3100 RPM. inseam 


@ Flanges welt out flat 


@ Eliminates pounding of welt and 


SHOE MACHINERY CORPORATION 
(BAT | Boston. MASSACHUSETTS 
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SO FITWELY Ge tates D 
IN POLIGHED DEVON CALF 


Smooth Devon Calf by Lawrence is the 
perfect medium for interpreting the new, 
gentle lines of this year’s sculptured 
look of fashion. 


Supple soft, with a unique depth of 

polished beauty, Lawrence Devon Calf 

is as versatile as a designer's imagination, 
so aptly expressed here in a duo-toned 
Spectator pump. A. C. Lawrence Leather Co., 
Peabody, Mass. 
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a brief review now will find you well-prepared for school 


Remember, so many sales subtracted from an equal number 


of pairs leaves zero. 


Look ahead, pian ahead, act ahead . . . order now. With a 

little foresight, you can anticipate your back-to-school needs 

well in advance of the peak period. You can have your com- 

plete stock on hand when the rush begins. You can keep it that 
Green Shoe Mfg. Co., Boston, Mass. 

way. And you can depend on us to deliver as we always have 


... efficiently, immediately! 





